








Anne 6 es en Ue 


Which Side of 4 
this Fence 4 





There is a winning—and a losing side of the fence question. 
Which side will you be on—when the next million feet will 
be sold? ; 

Since Cyclone first originated this type of Lawn Fence, it has 
consistently led in sales, year in and year out—more Cyclone s 
Fence being sold than all other makes combined. 
Cyclone Lawn Fence is one of the most profitable items in a 
spring hardware business. Nationally advertised—and nationally — 

%2- recognized, by the familiar Cyclone ‘Red Tag’’. Naturally it's : s 
»- easier to sell than to sell against it—and hence, more profitable. 
~ For a rousing spring business, build your spring selling campaign | 
-’ around Cyclone quality—Lawn Fence, ‘'45"’ Chain Link Fence, 
» Wire Screen Cloth, Catch-All and Burnit Baskets. We will | 
© gladly help you do it—write. ae 
~ CYCLONE FENCE COMPANY, General Offices: Waukegan, Ill. 7 


Branch Offices in All Principal Cities 
Pacific Coast Division: STANDARD FENCE COMPANY, Oakland, Calif. 
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SUBSIDIARY OF UNITED STATES STEEL CORPORATION 


AMERICAN Barivce ComPANY PRINCIPAL SUBSIDIARY MANUFACTURING COMPANIES Ou. WeLt SuppLy CoMPANY 
AMERICAN SHEET AND TIN PLate COMPANY CotumBia STEEL COMPANY ILtinots STEEL COMPANY Tae Lorain STEEL COMPANY 
AMERICAN STEEL AND Wire COMPANY Cyctone Fenct Company MINNESOTA STEEL COMPANY TENNESSEE COAL, [RON & RAILRoaD Co, 
Carnecis ST&EL COMPANY FEDERAL Suips'LoG. & Dry Dock Company NATIONAL TuBE COMPANY UNIVERSAL ATLAS CEMENT COMPANY 
Pacific Coast Distributors—Columbia Stee! Company, Russ Bidg., San Francisco, Calif Export Distributors—-United States Stee! Products Company, 30 Church St., New York, N. ¥ 
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“The recollection of QUALITY remains long after the PRICE is forgotten” —E. C. SIMMONS 


SIMMONS HAROWARE COMPANY 
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Fence, nails and wire have always been essential 
merchandise for your customers and closely re- 
lated to the sale of other items in your stock. 
At times, and in some localities, certain condi- 
tions have made the handling of these products 
discouraging to the merchant. 

The present improved marketing program in- 
dicates a correction of those conditions. There 


is every reason to believe that these products can 


now be handled in a substantial, desirable man- 
ner as the staple, profitable merchandise they 
deserve to be. 

The successful merchandising of fence, nails 
and wire has never before held so much promise 
for the merchant. Particularly can you build 
for the future with confidence on the protected 
*Pittsburgh”’ line, sold only through the regular 


channels of trade. 








Pittsburgh Fence 





Pittsburgh Chicago ( Pittsburz 


Steel Co} Detroit San Francisco 





New York Syracuse 


Dallas Memphis 


Farm, Poultry and Lawn Fence for every need @ Gates, Flower Fence, Trellis Wire @ Nails, Wire, Barbed Wire, Posts 
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Fox Sterlingworth Double-barrel Shotgun 
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THE Lowa OF MERIT 
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The Lionel Corporation has just closed one of the most successful years in its 


history. The fact that we maintained our high volume of sales during the year of 
readjustment just passed is, we believe, very significant. Such an achievement 
can only be explained by reason of the continued superiority of the Lionel 
line of Model Electric Trains and accessories. No greater proof could be asked 
of the power of consistent year-in-and-year-out advertising, plus the maintained 
quality of Lionel products. The merchants of the country have recognized the 
soundness of featuring and selling the leading, popular brand of electric trains 
—because large sales volume and normal profits are the inevitable result. Lionel 
is appreciative of the cooperation and foresight of these merchants— and 
expresses the hope that the current year will witness an even more enthusi- 


astic spirit of cooperation. AT THE TOY FAIR 


Visit the Lionel Showrooms during the Toy Fair— 
let us explain an interesting new proposition for 
1932—and show you some startling, new develop- 
ments in the Lionel Line. Concentrate your Electric 
Train stock on Lionel. Most big stores are doing it. 


THE LIONEL CORPORATION 
FIFTEEN EAST TWENTY-SIXTH STREET 


NEW FORE Creer . . NEW YORK 
West Coast Branch Southern Branch 
M. Sweyd & Son, Rep. F. A. Jones, Rep. 
718 Mission St., San Francisco, Cal. Henry Grady Hotel, Atlanta, Ga. 


Canadian Branch 
Harold F. Ritchie & Co., Limited 
Toronto and Branches 


TRAINS 
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LIONEL ELECTRIC 
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Makes the BIG PROFITS 
..»When Remodeling Is Done? 


Every Spring it’s the same story. A lot of new buildings, 
and even more remodeling. No one ever knows where it comes 
from, but it always comes—there is nearly always more re- 
modeling than anything else. That is what you can expect 


this Spring. 


Who makes the big profits when remodeling is done? Isn’t 
it the dealer who supplies the big items that run into money— 
items like Bath Room Outfits and Kitchen Sinks that are not 
only large in volume but carry a good profit. 


Humphryes Mirard Plumbing Fixtures 


A fine, sound line of Kitchen Sinks, Bathroom and Lavatory 
Fixtures, is MIRARD. Made by a company celebrating its 
Golden Anniversary this year. There are no better fixtures 
made at any price. Humphryes MIRARD Plumbing Fixtures, 
with the sheen of a mirror and the hardness of flint, are modern 
dependable, and fairly priced. 


With them comes to the retailer a complete plan of merchandis- 
ing to make their sale easy. This plan makes volume easy. 
Investigate today! Use the coupon. 


THE HUMPHRYES MANUFACTURING CO. 
MANSFIELD, OHIO 


GLORIFYING THE AMERICAN HOME 
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THE HUMPHRYES MFG. CO., 
Mansfield, Ohio 


Gentlemen: 


Plumbing Fixtures that will boost 


my 


sales and profits interest me. 


Please send me one of the new easy- 


to-use 


catalogs. 











atime oles 


withthe new NICHOLSON 


Today methods of purchasing supplies for automobile 
maintenance work have changed and broadened. Man- 
ufacturers operate fleets of motor trucks and will buy 
Nicholson Tungsten Point Files by dozens. Transporta- 
tion companies with busses which must meet schedules, 
taxicab corporations meeting razor edged competition 


and marine taxi companies are all volume buyers of 
the NEW NICHOLSON TUNGSTEN POINT FILE. 
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A better file for this new volume market .. . 





Identified by its orange handle, the New Nicholson 
Tungsten Point File is made for filing tungsten, irid- 
ium and other hard to cut metals. A few strokes with 
these files put pitted, uneven distributor points back 
into flat, perfect contact, ensuring a hot, even spark. 


A new feature... 


Another feature is the tip of the handle. Your custo- 
mers will find it useful in gauging the correct distance 
between the spark plug terminals. Note the flat handle. 
It provides a convenient resting place for the finger. 
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TUNGSTEN POINT FILES 


Order from your jobber 


Your jobber can supply you promptly with Nicholson Tungsten Point 
Files. They will come to you in boxes or on a special display card designed 
to speed up sales in your store. 


Se RT 


Everywhere the New Nicholson Tungsten Point File is winning approval. 
Get your share of this volume business. Get in touch with your jobber now. 


Do not let the sales possibilities of the Tungsten Point File make you 
forget the steady demand for Nicholson Flat, Mill, Slim Taper, Round, 
Half Round and Square Files. Machinists in industrial plants, carpen- 
ters, farmers, garage repairmen and home tool users make a profit- 
able and steady market for the complete line of NICHOLSON FILES. 
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THE ONLY SATISPACTORY FILE FOR USE ON TUNGSTEN Of IRIOIUM — 





cunactommy mn NICHOLSON FILE COMPANY, 1 Rome 
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HE WASTED MANY THOUSAND DOLLARS 


. - - to save the cost of 12 new wrenches 





The R B & W Engineering Service saves manufacturers 
money by keeping them up-to-date on’bolt and nut standards 


A MANUFACTURER of a simple 
type of home heating equipment 
used large quantities of bolts and 
nuts in the assembly of his product. 
He did not have to be highly techni- 
cal in the specification of his bolting 
material—his principal requirement 
was accuracy and uniformity of size. 
Recently, he started to buy his 
bolts and nuts from R B & W. For a 
long time before we got his business, 
he had been regularly specifying in 
detail a special size, which had been 
made up and shipped plus the usual 
extra charges for special sizes. 
When we received his first order, 
calling for special stock which was 
therefore more costly, we noticed 


10 


that about the only difference be- 
tween his specifications and the 
standard was that he wantedaslightly 
larger head size than the standard. 

Inquiry by the RB & W Engineer- 
ing Service disclosed that, unknow- 
ingly, this manufacturer was buying 
special (old style), instead of regular, 





stock because his wrenches were too 
loose to grip the newer, and now 
standard size heads. He didn’t know 
he had been paying a premium on 
all his bolts and nuts to save the cost 
of 12 new wrenches. RegularRB& W 
customers are always informed of 
changes in bolt and nut standards. 


Give your customers the best— always 
specify R B & W Empire Brand on 
your bolt and nut orders to your jobber 


RUSSELL, BURDSALL & WARD BOLT & NUT CO. 


ROCK FALLS, ILL. 


PORT CHESTER, N. Y. 


CORAOPOLIS, PA. 


Sales Offices at Phila., Detroit, Chicago, San Francisco, Los Angeles, Seattle, Portland, Ore. 
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“True Temper’ “True Temper’ Pen- Oxford, for sport ‘True Temper’ Challenge, step Challenge straight 

Toledo, the rod of nant, championship and action. Retails Trolling Rod, for down taper. Color- taper, exclusive ad- 

champions. Retails caliber at moderate $3.85 to $6.00. use with heavy ful value. Retails at vantages at low 

at $15.00. prices. Retails $5.50 tackle. Retails at $5.00. cost. Retails at 
$3.00. 


to $10.00. $6.00 to $14.50. 








"ROD VALUES for 1932 


gi ROD in the “True Temper” line for 1932 is packed with new and greater 
value, new beauty and new sales appeal. 


The lower priced numbers are finished in new and attractive colors with guide windings 
in contrasting colors. A new type handle of great strength has been developed for 
these numbers. Our famous, much-copied offset handle is now furnished without extra 
charge on all Toledo rods and on one number in the Pennant and one in the Oxford 
rod lines. A complete range of prices from $3.00 to $15.00 gives you a rod of en- 
during value and sparkling action for every fisherman from the beginner to the expert. 


Vigorous and effective advertising in Field and Stream, Outdoor Life, National Sports- 
man and Hunting and Fishing and other outdoor magazines will reach more than a 
million sportsmen with the “True Temper” Rod story. New and powerful sales helps 
will be furnished on your request. 


Write us today for detailed information on the “True Temper” line for 1932. No 
obligation. We appreciate your interest. 


THE AMERICAN FORK & HOE COMPANY 
Sporting Goods Division KEITH BUILDING, CLEVELAND, OHIO 
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AL. FOSS (Five APPEAL) PORK RIND BAITS 






BASS 436X% 


FLY 2X% 
FROG 3X% 


SIDESTEPPER 34x 


MUSKY S¥4x% 






































SALES APPEAL 
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-. DEALER 


HE AL. FOSS line for 1932 includes the new Frog Pork Rind Strip, the 
Mouse No. 15—the biggest selling new bait on the market last year— 
and all the old reliables such as the Shimmy, Wiggler that, after 16 years, 
is still establishing new sales records. New lower prices on the pork rind 
strip have a distinct appeal. 
The basic reason for the ever-growing popularity of these baits is that 


they get results for the fisherman. No new bait has ever been added to 
the Al. Foss line just to get some more of the fisherman's money. 


New and powerful advertising in outdoor magazines featuring the five 
appeals of Al. Foss baits will help you sell them. Vigorous sales helps are 
furnished free to active dealers. Write us today for details. 


THE AMERICAN FORK & HOE COMPANY 
Sporting Goods Division KEITH BUILDING, CLEVELAND, OHIO 
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Advertising Our 


Advertisers 


The advertisers in HARDWARE AGE are not merely our advertisers but your 
advertisers as well. Patronize them to the full extent of your requirements, 
because— 


—They are worthy of your support. Being leaders in their fields, they 
feature in straight-forward, dependable advertising the merchandise 
and service that will profit you in the conduct of your business. 


—They can be whole-heartedly depended upon. 

—They are concerns that are in business to stay. 

—They believe in the future security and success of the hardware trade. 
—They are eager for the continued prosperity of our country. 


—They are practicing what they preach—successful and profitable hard- 
ware merchandising. 


They deserve your support for their help in making possible the finest business 
paper published for the hardware field, the recognized authority of - trade 
for over seventy-five years— 


Mention HARDWARE AGE when writing to your advertisers. 


HARDWARE AGE 


A U.B. P. Publication 
239 West 39th Street New York City 


A.B.C.—Charter Member—A.B.P. Inc. 
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REGISTERS CASH AND 
PROVIDES PROFIT-BUILDING INFORMATION 





Besides registering and protecting your cash, a Burroughs Cash 
Machine will also provide you with important figure-facts to help 
you control your business. 


You may need a machine simply to register and protect your cash 

and furnish you with an accumulated total of the day’s sales. You 

may want a permanent, detailed record of sales by clerks or depart- 

ments, cash or charge sales, paid-outs, money received on account, 

and so on. You may wish to give each customer a detailed, totaled 

MAIL THIS list of purchases. For these, or any other requirements, there is a 
COUPON Burroughs Cash Machine exactly suited to the job. 


And with each Burroughs Cash Machine. . . without extra charge 
TODAY you may have a valuable “Daily Business Record” in which to 


e enter the detailed information provided by the machine. 


Burroughs Adding Machine Company, § If you would save money on your cash registering equipment 
6572 Second Boulevard, Detroit, Mich. ‘ 3 ‘ = 
Please send me special descriptive folder With an attractive, compact, low-priced machine, telephone the 


bout the new Burroughs Cash Machine. 
_— _ Io¢al Burroughs office for a demonstration, or mail the coupon. 
ame 
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Try to Untwist 
NET-WICK! 


Here is a real sales factor that can be dem- 
onstrated in a convincing way. Hand your 
customer a pair of pliers and then ask him 
to untwist Net-Wick straight-line Poultry 
Netting. It can’t be done, for it is made 
with a complete twist from continuous wire. 


The Straight-Line 
Poultry Netting 


No top or bottom rails are necessary. Show 
your customer how the horizontal strands hold 
the Netting straight and tight with just enough 
wave to take care of the contraction and expan- 
sion. Point out the fact that it will not buckle 
or sag—that it lies flat without waves when un- 


rolled. 
Sales features indeed—and plenty of them. 


Hen-Chick—the All-Purpose Poultry Fence 


Show this new-mesh poultry fence to your next customer and see how quickly 
he appreciates the advantages. Hen-Chick is constructed from top to bottom 
of four different sized meshes. The ten bottom meshes are 14% inch, small enough 
for the young chicks; then follows four 11 inch, six 2 inch, and at the top eleven 
4 inch meshes. Made in one grade, one width and one length bale. 


A Cortland Brand Hex-Netting to Fit Every 


Need Made from a high-grade open-hearth steel and uniformly woven, this 

Cortland brand offers a most complete line of Hex-Netting to the 
Hardware Dealer. Mesh sizes range from % inch to 2 inch with 
widths and wire sizes to satisfy every customer. Ask your Jobber. 


Stock the complete Cortland Wickwire line of Wire 
Cloths. Cortland Gray-Wick—Cortland Black—Cortland 
Premier—Cortland Bronze. 
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Sending Thousands of Sportsmen 


Into the Hardware Stores 
Our Continuous National Advertising for 


Hoppe’s “Servenr No.9 Hoppe’s Lusricatinc OI 


To keep firearms free from lead- 
ing, powder residue and rust, 


for moving parts of guns, reels 
and for every household purpose, 


makes these products known to the more than 7,000,000 gunners in 
the United States. Display them, and you will get your share of 


this big market. Ask your Jobber. 


FRANK A. HOPPE, INC. 


2314-H N. 8th Street 


Philadelphia, Pa. 
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Plumbers, Tinsmiths and all who use 
solder prefer Rubyfluid Soldering Flux 
because it saves time and a little goes 


Rubyfluid makes a strong, permanently 
tight union with all metals and saves 
material—does not corrode or tarnish 
metals. % pts. to 10 gal. cans; also 
There’s a real profit in every sale. 

Send for FREE Sample and Prices. 


THE RUBY CHEMICAL CO. 
68-70 McDowell St., Columbus, Ohio 
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Handsome display stand provided for dealer. Holds 
assortment of 140-5 lb. cartons. Occupies small 
space—gets instant attention—creates —_ _ 


over. For further information, write direct 


NORTHWESTERN BARB WIRE CO. 


Since 1879 


THE NEW 
FAST SELLING 
PACKAGED NAILS 


No weighing—no loss in selling as 
with bulk nails, your customers 
get more and better nails to the 
pound. No scales, paper bags, or 
twine needed. Clean and easy to 
handle. The convenient way to 
handle nails for you and your cus- 
tomers. 





ILLINOIS 

















Allith Forty-Ninety Garage Door Hardware 


Combines economy, ease of operation and quick salability 


Allith 40-90 offers every garage owner the most desirable door action at a 
price he can afford. Offers dealers new profit opportunities. It quickly 
converts folding-sliding or swinging doors into a one-piece, weather-tight, 
overhead door, that opens readily in any weather and is absolutely trouble- 
free. Perfect performance is assured by counter-balance—no springs. 


The open door gives full and complete side clearance of opening, and with 
back bumpers of car almost touching the closed door (fllustration below). 





Brace angles maintain door sections in a perfect one 
piece unit. Interior a shows hardware installa- 
: jon. 


Door will open or close, clearing 
all present-day cars with space 
to spare. Cylinder lock included 
in set of hardware. Door may 
be locked or unlocked, opened or 
closed—from either inside or out. 
Two-car garages without center 
pier can be readily equipped, as 
Allith 40-90 will carry a single- 
piece 16 foot door, as readily as 
an 8 foot door. Specially de- 
signed weights permit adjusting 
counter-balances quickly without 
using tools. 
Write today for details and 
prices. 

Door half-way up, 

note perfect balance, 


and adequate clear- 
ance at all points. 


Allith-Prouty Company 


Danville 


Illinois 
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Game Cock 


Pertormance 
Selis More 


Rods 








AMED for its exceptional fighting 
qualities, the popular Montague 
Red Wing “Game Cock” brings 
you sure, steady increase in fishing rod 
demand. Abundant power or backbone 
to combat the stiffest winds and hardest 
fighting fish. Smooth, silky, vibration- 
less action that lays the fly right where 
wanted, with best of delicacy. The kind 
of performance that makes fly rod repu- 
tations . . . and fly rod sales. 


The World’s Favorite 
Split-Bamboo Rods for 1932 


Montague Split-bamboo Fishing Rods 
for the 1932 season comprise by far the 
most complete line bearing our brand 
that we have ever offered to the trade. 
Many new numbers have been added. 
Many improvements have been made. 


Our standard numbers have been ex- 
tensively restyled. Here is the world’s 
best split-hamboo rod salability, priced 
to get the business. 


Fly Rods, $3 to $35. 

Bait-casting Rods, $2 to $20. 
Combination Rods, $7.50 to $13.50. 
Trolling Rods, $6 to $15. 

Spinning Rods, $10 to $15. 
Salmon Rods, $20 to $60. 
Salt-water Rods in every practical 
style, $3 to $40. 


The best jobbers sell the best rods— 
Montague Split-bamboo Rods. New com- 
plete catalog for 1932 on request. 


Montague 
Red Wing 
“Game Cock” 
Fly Rod = 


MONTAGUE 


ROD AND REEL COMPANY 


World’s Largest Manufacturers of Split- 
bamboo Fishing Rods. 


Drawer A-O, Montague City, Massachusetts 
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to $6 a day or more, in the profitable uni- 

versally-needed service of sharpening lawn 
mowers. A half an hour’s drive up and down the 
streets in your residence district will give you 
some idea of the number of lawns and the vast 
market for this service. The hundreds of lawn 
mowers in every district need sharpening at 
least once a year. You can handle this busi- 
—_ perfectly and give wonderful satisfaction 
wit! 7 


The Foley Electrakeen 


Lawn Mower Sharpener 


Y OU can get CASH for your dull hours—$5 


It uses the same proved method of all lawn 
mower factories. No grinding wheels. All 
blades and cutter bar are automatically 
sharpened and lined up at the same time in one 
operation. You can’t help turning out a per- 
fect job every time in 15 to 20 minutes. No 
experience necessary. Soon after buying a 
Foley Electrakeen, Hall McDonald of Georgia 
wrote us, “Pleased customers spread the word 
around, now havé all the business we can han- 
dle.” Edwin Smith of N. Y. writes, “We have 
sharpened mowers for 25 years but never could 
do a job such as the Foley turns out.” From 
all parts of U. S. and Canada Foley users re- 
port big earnings and perfect satisfaction. 


NEW LOW PRICES 


This automatic machine costs one cent a job 
to operate and you get $1, $1.25 or $1.50 each. Mair 7, 2 
The demand is as sure as the grass grows. his 
Get an early start! Buy on easy terms if de- AStey7 
sired. Write today for full information. N. Pon 
OU 
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GRIFFIN BRACKETS 





GRIFFIN Brackets are offered in types, styles 
and finishes to meet the varied uses to 
which these hardware items are applied 
both commercially and in the home 


The new No. 348 Girder Type Shelf Bracket (top 
illustration) combines neat appearance with the 
strongest shelf bracket made today. It has no 
braces to hinder using entire shelf space below. 


RIFFIN 


(SRIF! Company 
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ERIE, PENNSYLVANIA 





Branch Offices:- 
NEW YORK: 45 Warren Sr. BOSTON: 113 Purcnase Sr. 
CHICAGO: 162 N. CLINTON Sr. SAN FRANCISCO: 703 Market St. 














MYERS 


PUMP 


Continuous 
Lubrication 
Without 
Care or 
Attention 


THE F. E. MY 


The real worth of 
Myers Self-Oiling 
Pump Jacks is 
measured in terms 
of performance. 
Real pumping 
service—a rev- 
elation in econ- 
omy and durabil- 
ity—attracts and 
holds discriminat- 
ing buyers. Spe- 
cialize on Myers 
Jacks. Get started 
today and profit 
accordingly. 


Perfect 
and 


Angle 
Steel 
Side 
Arms 
Engine 
or 
Motor 
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SELF- 
OILING 


JACKS 


Farmers know 
that running 
water saves them 
time and money. 
Right now many 
of them are in- 
terested in low 
priced dependable 
power units such 
as Myers Self- 
Oiling Pumping 
Jacks. If you are 
not prepared to 
take care of this 
demand, write or 
wire us. 


Machine 
Cut 





Gears 
Completely 
Enclosed 
Excluding 

Du 


st, 
Dirt, Ice, 
Sleet 





or 
Snow 
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| forthe Gold Strand 


meas ; uring tape 


i means Quality and money in your pocket from savings of time 
in waiting on customers, saving from preventing over-cutting, saving 
on short ends, convenience when taking inventory and profits from 
contented customers. This Gold Strand Measuring Tape is an 
additional merchandising advantage of the Gold Strand Line... a 
line of standard high quality, perfect weaving, full-gauged wire made 
to United States Bureau of Standards specifications and proper car- 
toning for shipping. Gold Strand today means more than Quality. 


Patent applied for, 







AMERICAN WIRE FABRICS CORPORATION, Subsidiary of Wickwire 
Spencer Steel Co., 41 East 42nd St., New York’ City; Buffalo, Chicago, Tulsa, 
Worcester; Pacific Coast Headquarters: San Francisco; Branches and Ware- 
houses: Los Angeles, Portland, Seattle. Export Sales Dept.: New York City. 


Black Painted American Bronze American 
American Galvanoid _ (in bright or dark finish) Hard Copper 


@ For the HARDWARE TRADE e 


Clinton Hex Mesh Poultry Netting—Clinton Straightline Poultry 
Netting — Clinton Hardware Cloth — Perfection Door Springs — 
Wissco Clothes Lines — Nails and Brads—Insect Screen Cloth. 


Ask your jobber's 
salesman fora 
supply of these 
business-getting 
little books. He ~ 
will gladly give 
them to you FREE. 
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The Box protects 
the Stock. 





INSECT SCREEN CLOTH 
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BRIA FENCE 


A woveri-wire 
hinge-joint, cut-stay 
_ Standard field fenee 


LOW-COST 


EPENDABLE 
PROTECTION 


for Livestock and Crops 


Cambria Fence appeals to the 
user of field fence because of 
the long life of good service that 
it always gives. It is carefully 
made, in a plant where good 
field fence has been manufac- 
tured for many years. 

Cambria Fence is strong and 
durable. It is as good fence as 
it is possible to produce. The 
merchant who sells Cambria 
Fence is offering the farmer 
years of dependable low-cost 
protection for his livestock and 
crops. 

Cambria Fence is a woven- 
wire, hinge-joint, cut-stay stand- 
ard field fence. Full-gauge wire, 
heavily galvanized by a special 
method that prevents cracking, 
flaking and peeling, is used in 
its manufacture. The fence can 
be tightly stretehed and still re- 
tain its shape because the Flexo 
Joint and the Tension Curve give 
it resilience, strength and flexi- 
bility. : 
BETHLEHEM STEEL FENCE 

‘POSTS 


are made with the same care 
that is used in the manufacture 
of Cambria Fence, and have the 


same high quality. They are 
made from high-carbon new bil- 
let steel and are produced in 
angle and tee sections, in both 
punched and self-fastener types. 
They are strong and durable and 
will give many years of service. 


STUDDED OMEGA “U” 
FENCE POSTS 


The two parallel sides of this 
post provide double strength. 
The Omega or “U”-shaped sec- 
tion runs through the entire 
length of the post. 

In addition to Steel Fence 
Posts and Cambria Fence, Beth- 
lehem makes other products of 
interest to the hardware dealer, 
including Plain and Barbed 
Wire, Nails, Staples, Bale Ties 
and Spring Wire. 


BETHLEHEM STEEL COMPANY 
General Offices: Bethlehem, Pa. 


District Offices: New York, Boston, 
Philadelphia, Baltimore, Washington, 
Atlanta, Pittsburgh, Buffalo, Cleveland, 
Cincinnati, Detroit, Chicago, St. Leuis. 


Pacific Coast Distributor: Pacific Coast 
Steel Corporation, San Francisco, Los 
Angeles, Portland, Seattle, Honolulu. 


Export Distributor: Bethlehem Steel Ex- 
port Corporation, 25 Broadway, New 
York City. 


BETHLEHEM 


Manufacturer 


of CAMBRIA FENCE 
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Peters 
HIGH VELOCITY will 
dou ble’ profits like 
they Youble” geese! { 


ND, BOY, how that HIGH 
VELOCITY shell does reach out for 
those high flyers! It pulls ‘em down 
“like nobody's business."’ Wild fowl 
shooters know there's no shell packs a 
punch to compare with Peters High 
Velocity— and that's why they'll mean 
business for you. 


For pheasants, too, they're ‘‘just the 
berries.”’ And there’s a reason for 
their punch and power. The Peters 
HIGH VELOCITY is the only shell 
designed exclusively for progressive 
burning powder. Make a feature of 
this shell and you'll pack in the 
customers. 


Let these ‘big blue shells’ double 
up profits for you like they double up 
geese or ducks from a blind. And re- 
member that 1932 will be the big 
Peters year—a demand created by the 
most outstanding advertising campaign 
Peters has ever planned. Even The 
Saturday Evening Post will be used— 
with double page space, and in 
colors! Get in the parade. Don't 
miss out. 


The Peters Cartridge Company 
Dept. B-22 
New York KINGS MILLS, OHIO San Francisco 


ELERS 


AMMUNITION 


AMMUNITION YOU CAN SHOOT WITH CONFIDENCE 
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EAM WORK 


lr takes the perfect combination for the happy day 


afield. Your eye—your timing and rhythm—your dog 
—your gun and your ammunition must all perform in 
harmony. That's team work. 

But there's more to team work than that. There's team 
work in selling—the customer must want and buy am- 
munition before he or she can use it. 

And that’s where we're teaming up with you. 
We're doing more than ever before, in nigh onto fifty 
years of Peters history, to pave the way for sales by 
making the customer want and call for Peters products. 
We've never before planned another campaign like it— 
never even dreamed of attempting so much to make the 
very name PETERS mean more to shooters everywhere. 

The Peters VICTOR is a great shell—the perfect com- 
bination with gun and dog for upland game—a mighty 
good shell, but not expensive. Feature the VICTOR and 
your customers will know about it—for we're telling 
them with the biggest advertising budget to which we've 
ever committed ourselves. 

The Peters Cartridge Company 


Dept. B-22 
KINGS MILLS, OHIO San Francisco 


BIERS 


AMMUNITION 






























Maydole Hammer, 
Claw Type 


Norwich Hammer, 
Ball Pein Type 


Maydole Hatchet, 
Shingling Type 


Maydole 
Non-Mushrooming. 
Cold Chisel 


Maydole Paterited 
Stillson Type 
Wrench 


Maydole 
Non-Mushrooming 
Drift Puneh 








ALWAYS IN BALANCE 























Carrere ean 


: AKE any number of Maydole Hammers at random 
from your stock and you can “feel” this balance. 
Every Maydole Hammer is individually balanced to give it the “feel” 
or “hang” for which Maydole Hammers have been noted for over a 
century. 

It’s easy to prove that Maydole Hammers are top value. Usually 
it’s unnecessary because most people know it. There’s a century of 
make-good back of every Maydole Hammer. 

The same quality is equalled by the newer Maydole tools, each the 
outstanding value in its own class: 

Norwich Hammers—made by Maydole and so marked—the greatest 
value ever put into a hammer made to retail at 90 cents. 

Maydole Hatchets—balanced like Maydole Hammers, heat treated, 
heads can ’t come loose, edges chop their way to favor and hold it. 
Maydole Non-mushrooming Cold Chisels—edges treated to cut, heads 
treated to stand blows—Maydole thoroughness. 

Maydole Stillson type Wrenches with patented features—strongest 
ever, easiest to take apart, assemble and repair. , No rivets! 


And to Help You Sell 


the newer Maydole tools—a sales building plan that makes extra 
business for you without costing you a nickel. The plan is all set to 
start. Notice has gone to our trade. Have you received yours? If not, 


by all means write for 
“Let’s Cut a Melon” 


There’s just about time for you to cut in. 





TOOL CORBP., NORWICH, N.Y. 


! 


a 





HAMMERS ¢ HATCHETS ¢ 


WRENCHES ¢ PUNCHES @¢ 


COLD CHISELS 
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HOSE that 





TT quality of Goodyear lawn and garden hose 
is known all over the country —in the biggest 
cities and in the smallest hamlets. 

There is a good sale for it everywhere, because 
people know when they are buying it that they are 
getting the quality which serves better and lasts 
longer. Further, Goodyear promotes its sale, with 
forceful, attractive advertising. 

The finest of all hose for lawn and garden is 
Goodyear Emerald Cord Hose. It is built up of double 
braids of double-double cord, with a tough, flat- 
ribbed cover to withstand scraping and dragging. 

Handsome in appearance —a bright emerald 
matching the lawn it waters — and rugged in con- 
struction, it is worth far more than the slightly 
more asked for it. 

You instinctively know this hose is notable for 
long, economical wear from the fact that leading 
golf clubs use it— and Goodyear builds it. 
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is the Hose to Buy 


Other Goodyear quality 

lawn and garden hose 

are Wingfoot, Glide, 

Pathfinder and Elm 
brands 


_ TUNE IN: 
Goodyear invites you to hear 
John Philip Sousa and his Band 
... Arthur Pryor and his Band... 
Revellers Quartet and Goodyear 
Concert-Dance Orchestra... 
every Wednesday and Saturday 
night, over N.B.C. Red Network, 
WEAF and Associated Stations 
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How 








Sporting Goods 


Are Intelligently Merchandised by ° 
Barber & Ross, of Washington, D. C. 


If you handle 


HERE are 
four general 
objectives 


which characterize 
the merchandising 


sporting goods or 
are contemplating 
the stocking of the 
line—here is an 
account of how 


ager of this depart- 
ment. “We try to 
group our items, 
all the fishing rods 
and tackle at one 


activities of the @gne hardware place, guns and 
sport goods depart- — store successfully ammunition at an- 
ment of Barber & sells it. The sug- other, boating sup- 
Ross, ‘v8 rd ‘ are gestions herein plies in another, 
merchants’ in all in different 


Washington, D. C., 
namely: 

(1) General at- 
tractiveness; 

(2) Operating ease and efh- 
ciency; 

(3) Special promotional ad- 
vantages ; 

(4) Emphasis on securing the 
impression of a_ well 
stocked and orderly es- 
tablishment. 


you 


In fact, the whole layout is one 
calculated to strike a responsive 
chord in the mind of the average 
shopper of quality merchandise 
systematically displayed and or- 
derly arranged, but eye appeal in 
every display. As a matter of 
fact, the display is such that 
people buy not only one item per 
visit, but several items, for the 
displays are so inviting and at- 
tractive looking that is difficult to 
resist them. 

They encourage shopping 
around among the tables in 
search of the latest thing in sport 
goods. “We try to make it as 
easy for the customers as we can,” 


explained J. W. Tull, the man- 


26 


contained will aid 
in making 
your plans. 


groups and_ sec- 
tions, with wall dis- 
plays and table dis- 
plays in front of 
them. We try to make our layout 
compact with a place for every- 
thing and everything in its place, 
so that when the customer comes 
in he sees not only what he came 
in for, but also other related 
items which he will instantly feel 
a need for and buy. It is also 
helpful for the sales clerk who 
can suggest closely related items 
in case the customer does not 
think of them or he can say 
‘Have you seen the latest thing 
in ?’ and thus direct their 
attention to the item. 





Try Out Items 


“In buying for the various de- 
partments, we try out a thing by 
buying it in small quantities first 
and as we see its possibilities and 
the demand for that article opens 
up, we increase our stock. As 
we see the possibilities of any 
merchandise we buy it and then 
let the customer be the judge of 
whether we were right or not. 


We give the customer a chance to 
say whether that is what he wants. 
If the items sell, we know that 
we have not made a mistake and 
that we can go into it in a much 
bigger way. If they do not sell, 
we are not caught short with a 
lot of stock, and so with us the 
customer is boss—he tells us very 
quickly whether he wants it or 
not and whether we have made a 
mistake in buying. 


Study Customer Wants 


“The big thing is not to be- 
come overstocked in any one item 
or line. Careful buying requires 
constant study of customer 
wants. We make a careful anal- 
ysis of customer requisites and 
watch our want slips more care- 
fully than ever. In that way we 
keep our finger on the pulse of 
public demand, trends and de- 
sires. 

“One thing that has helped us 
more than anything else is to be 
able to talk their hobbies over 
with them. If they like to fish, 
we can talk about that because we 
are fishing enthusiasts. If they 
like boating, we can talk to them 
about that because I have a boat 
of my own and I know what I am 
talking about. If they like to 
golf or play tennis, we have sales 
men who can talk to them about 
that. If they like to hunt, we 
talk about hunting. 

“Having everything in sports 
that people ask for is the big es- 
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sential, creating a good will 
among all customers when they 
come in, and making them feel at 
home here. Another thing that 
helps as much as anything is to 
feature attractive sport goods 
windows. For instance, during 
the hunting season we showed oil 
paintings of prize dogs and cups 
won by those dogs. 

Of course, we show shotguns 
and shells in the window. Our 
newly organized ammunition and 
gun department has brought in a 
lot of hunting enthusiasts, whom 
we have not had heretofore in our 
sport goods department, or in the 
store, for that matter. If we fea- 
ture that type of window, it brings 
them in more than if we put in a 





















few guns and a few shells with an 
assortment of stuffed game. 





for the 
Money e 


High grade, re- 
inforced black 


A BIG VALUE 


OW is the 

time to get 

the balance 
of season’s stock 
of skates on the 
move —if you 
have not been 
pushing them 
enough, do not 
neglect to be 
ready for the 
first cold snap 









leather _ shoe. 


retain a keen edge. 


to size 8. While smd last, per 
eee eee 


Skate runners of best tool steel Seared 0 to put 
Strong but light weight 
frame, aluminum finish. Shoes in full sizes 
only. Boys up to 6, men’s 7 to 11, girls up 


OTHER VALUES WE OFFER the 


that wil! surely 
in an ap- 
pearance before 
the season ends. 
The postal card 
here _ illustrated 
should be sent 
out at such a 
time. The addi- 
tional items on 
ecard = are 


$4.75 


‘ : seasonal and 
PRUNING SHEARS—This is with riveted ears. They slic be! in 
the time of year to do your won't stay here long 50c . - ° 
pruning. We have several at the price........ cluded in any 
kinds of Pruning Shears. effort to move 





The popular California pat- 
tern with 2% in. blade of 
tempered steel, and having 
a ratchet lock nut shear. 
A real value just “Ob 
you need it most $1.25 

at 


SNOW SHOVELS — Light 
weight for heavy duty. Well 
braced and well balanced 
with wide ribbed steel blade 
(17 inches). A shovel that 
will last a long time. We 
don’t want to carry them 
over, so here they 

BUG RE cic iarcens 


COAL HODS—A strongly 
built hod, length 18 in., made 
of heavy material, japann 

Weight 3 Ibs. ‘Corrugated 
for extra strength. Comfort- 
able handle firmly attached 


YOUR STORE 


AIR MOISTENERS—To keep 
the air in your room health- 
ful and comfortable. Hangs 
on the radiator, filled with 
water, and keeps proper hu- 
midity. Prevents damage 
which occurs to woodwork 
and furniture due to insuf- 
ficient moisture in heated 


quarters. Gold 45c 


bronze finish. Each 


ELECTRIC HEATERS—For 
those cold corners and to 
save coal on days when a 
big furnace fire is unneces- 
sary. 18 inches diameter, 
plug fits standard outlet. 
Heavy wire guards. Reli- 
able heating element. Base 
is weighted to — poor 
dental tipping. 


looking __ efficient $4. 50 


BORE cecvecsss 


NAME HERE 
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them now. Read 
the items over 
carefully, to see 
if the specifica- 
tions are the 
same as_ the 
merchandise 
you are offer- 
ing, changing 
where necessary. 
The prices, of 
course, are not 
arbitrary, but if 
you use your 
own prices, we 
urge that they 
be _ sufficiently 
attractive to pull 
trade into the 
store. They are 
leaders. 


“Another thing that we find 
valuable is to spend a lot of time 
floor 

comments, 


listening to cus- 
which 


on the 
stomers’ has 
been a great help in building up 
the department, and we find that 
we can often get good ideas from 
customers. 

The Chesapeake Bay and 
tributaries for salt water fishing 
in the summertime is great sport 
hereabouts and we sell a lot of 
that We use the 
right side of the store, which is 


equipment. 


devoted to fishing tackle, a large 
wall display and five counters all 
complete with everything for the 
fisherman. Advancing to the 
rear are glass wall cased displays 
of small tackle in glass panels. 
All the higher priced merchan- 
dise rests under glass. 

“We push everything in sea- 
son. Golf is comparatively a 
sport season, yet long enough to 
It begins early in 
April and continues through No- 
But we have done very 


be profitable. 


vember. 
well with golf supplies and equip- 
ment, possibly because we carry 
We feature golf at 
the elevator entrance during the 
sporting season. 

(Continued on page 53) 


a good line. 
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The Hardware Age 


Talkerticket 


for February 


by J. A. WARREN 


EBRUARY, the month ot 
P rein birthdays, brings 

us around to the old story of 
the cherry tree and the hatchet. 
It’s a story everyone has heard 
and will recognize. So we have 
used the idea in our talkerticket 
motif. “A True Value” is a fit- 
ting slogan to letter upon each 
card or price ticket. The re- 
peated design and slogan 
throughout the window or store 
display will register in the minds 
of the customers in a way that 
will stick there. 

This card is not in the least 
complicated and the thing to be 
borne in mind is that you should 
make them uniform in size. The 
design at the upper left corner 
may be traced and then colored 
as shown in our illustration. The 
red border is, of course, a simple 
matter. 

When your window is all 
trimmed and the tickets placed 
you will get a real thrill at the 
sight of the added attractiveness 
due to the repetition of the de- 
signed ticket. 

In preparing your copy be sure 
to have it of the value creating 
kind, rather than such lines as 
“reduced,” “special price,” etc. 
Unreasonable claims for the mer- 
chandise should be avoided, and 
it is not enough to say that it is 
high quality. Tell in a few 
words, such as shown on our 
sample card, the salient points of 
value that make the article de- 
sirable to the customer. In this 
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connection we refer you to the 
article on the subject “Price 
Tickets Should Say Something” 
in HarpwakE AGE for Jan. 7. 
If the display embraces tools 
or merchandise of interest to 
men, stress the material, construc- 





tion and performance. If you 
wish to attract women customers 
see that your cards point out the 
fine appearance, labor-saving 
qualities and value features. 
Knives that are rustless and need 
no scouring will attract the at- 
tention of any woman interested 
in housekeeping. 

Skillets that fry evenly and are 
easily cleaned, shears that cut all 
the way to the point and stay 
sharp will get attention readily 
—if you tell about them on your 
tickets. You will find all this in- 
formation about your merchan- 
dise in the copious literature that 
is sent out by the manufacturers, 
in your jobbers’ catalog and other 


Stainless, Hane/- 
Ground Nbkbosr 


No Scourme 7 
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sources. You will soon get the 
knack of describing the merchan- 
dise in terse and effective lan- 
guage—and you will then be well 
on your way to becoming a writer 
of tickets and advertising copy 


that sells. 


A great assistance in painting 
borders is the hand rest illus- 
trated. This is made from a 
straight edge, such as a piece of 
an old T-square mounted on a 
couple of blocks about 34 inch 
high. It is also a good help in 
lettering. 








A New Design Each Month 


There will be a new design 
and a new color scheme, chosen 
specially to suit the season, in 
each of the monthly articles. 





Also suggestions for value creat- 
ing copy will be included. 

If larger show cards are re- 
quired in connection with these 
tickets, have them of the same 
design or at least related. 

The lettering on the card illus- 
trated is done with a speed ball 
pen and is not difficult. Very 
little practice in the matter of 
spacing letters and in forming 
the groups of lines will enable 
you to produce a good card. 

In your HarpwareE AGE for 
March 10 you will find another 
ticket design. 


How Skandia Hardware Co. Sells Toys All Year 


HILDREN play all through 
C the year, therefore there 
is an all-year market for 
toys, says E. R. Olson of the 
Skandia Hardware Co., Rock- 
ford, Ill. Says he further, “We 
have handled toys at Christmas 
time for the past ten years, fea- 
turing them in October, Novem- 
ber and December. About Jan. 
3 or 4 we put any remaining 
stock in our warehouse and were 
constantly called on to dig into 
the warehouse for some plaything 
a child had seen during the holi- 
day season. Practically without 
any effort on our own part we 
were doing some all-year busi- 
ness with toys, so we decided that 
a small table display would save 
a great deal of time and perhaps 
stimulate an occasional extra 
sale. That’s what has happened. 
Our January to September play- 
things volume is not heavy, rep- 
resenting from 20 to 25 per cent 
of our year’s total, but we do get 
some additional business the 
profit on which plus the value of 
time saved more than pays the 
way of our twelve months toy 
table. 
“We have placed our toy table 
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up front, in with housefurnish- 
ings, in the center, and now have 
placed it directly alongside of 
the cash register and wrapping 
counter in the rear. This has 
been the most effective location, 
so it will stay there. As we only 
have a couple of years’ experi- 
ence with this plan, we still have 
a great deal to learn about an all- 
year toy department. Our first 
thought had been that merchan- 
dise left over from the Christmas 
season would be adequate, but 


hy 





have since learned that such a 
plan is an incomplete job, so we 
add a little stock as sales war- 
rant, or if we come across what 
appears to be salable goods. The 
few times we have displayed toys 
in our window, outside of the 
holiday season, the sales re- 
sponse was most satisfactory. 
We have come definitely to the 
view that toy sales, like anything 
else, are developed by merchan- 
dising efforts and so we shall en- 
(Continued on page 56) 
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ADVERTISING 


SERVICE 
FOR THE 
WEEK 
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Fix That Leaky Roof 


Don’t wait until the cold 
rains blow—Fix that leaky 
roof now. We have every- 
thing you’ll need in the way 
of supplies at money saving 
prices. Prices that show it 
will be much cheaper to re- 
pair now than to wait until 
more damage is done. 


(List Repair Material 
with Prices) 


YOUR STORE NAME 


By Samuel Kalp 


HOW TO USE 


The illustrations, layouts and ads supplied with this service are especially 
planned to help every hardware store make its advertising more practical 
and effective by the liberal use of human interest illustrations. Copy is 
always supplied in so far as it is practical for use by all of our clients. 


The description and pricing of the items must necessarily be left to the in- 
dividual store in most cases. In writing the descriptions to give to your 
printer with the supplied ad layout keep in mind that brief, to the point 
descriptions are the most effective. The style, size, colors, unusual fea- 
tures or special economies effected by the use of the item should be given. 
If greatly reduced, it is sometimes desirable to show former as well as 
reduced price. If any question arises concerning the use of these ads, write 
us. You’ll find us willing to help you sell more hardware at all times. 


HOW TO ORDER 


If you have local stereotyping facilities, request the complete sets of mats 
of all the advertising illustrations of these two pages, inclosing your check 
for $1.25. If you need mounted cuts order them by number given under each 
cut, listing the numbers in a column. Figure the charge of 35c. for each 
cut when less than ten cuts are ordered; when ordering ten cuts or more 
figure the charge at 30c. for each cut ordered. Inclose check with order, 
please—this saves bookkeeping of small amounts. Send all orders to 


HARDWARE AGE ADVERTISING SERVICE 
239 W. 39th St. New York City 


(All Ads Are Planned Six Weeks in Advance to Give You Ample 
Time to Order Illustrations) 

















end, saving huge repair bills. 
We carry a fine line of 
plumbing supplies at rock- 
bottom prices. Compare Our 
Values! 


It pays to in- 
stall good 
plumbing. It’s 
cheaper in the 


p2 


(List Plumbing Needs 
with Prices) 


YOUR STORE NAME 
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%) Everything for 


SPRING 
Gardening 


—; 


Time to get busy with your 
spring gardening. The right 
tools will help a lot toward 
making your work a pleasure 
instead of a nasty job. We 
insist on the best quality in 
our garden supplies, assuring 
satisfaction to our customers. 


(List Garden Needs with Prices) 





SAVE ON SEEDS 
(List Seeds with Prices) 











YOUR STORE NAME 
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FOR THE 


Easter Comes Early This Year—Next Week WEEK 
You Win Be Furnished Suggested Easter Ads 
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SATURDAY SPECIAL 
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Electric Waffle Iron 


I 


TT FOR 
EVERY NEED 




















$0.00 


Here’s something worth talk- 
ing about. A high grade electric 
waffle iron with heat indicator 
Cal gees iP What a Value! 
The kind of iron you usually see 
for at least 1/3 more. Bakes 
perfect Waffles ! Chromium 
plated—will not tarnish—heat 
proof handles—complete with 





















Whether it’s a house, a barn or just a little i cord. 
odd painting around the home, you'll find the 
right paint here in the wanted colors. The H YOUR STORE NAME 


prices are the lowest we’ve ever seen for such 
fine grade paints. 























(List Paints 
with Prices) 
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Now Is the Time to Get 
Ready for Spring 


And (store name) is the _blace 





We Can Save You Money sik 


_ aie t r= at ov rything d in 
on Spring Hardware Needs S, = ime war of agteare. then 
‘ prices are no higher and their 


merchandise wears lots longer. 
It pays to shop at (store name) 
where high quality is assured as 
well as low prices. 


Look at These Values! 


(List Items 


. : (Li 
with Prices) List Items 


with Prices) 
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YOUR STORE NAME 
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Toy and Sporting Goods 
Window Displays 


O keep these 
lines of 
merchan- 

dise moving 
throughout the 
-year make your 
windows do their 
duty. Here are 
suggestions from 
windows that have 
been successful 
with other hard- 
ware stores. in 
varying parts of 
the country. You 
can follow these 
oy’ ee = : windows with a 
olan ot Seer! Dee minimum of ef- 
= j ‘ oie . fort. 

. ; : 2 The window of 
Toys at the top 
of this page 
comes from the 


—_ 





32 HARDWARE AGE 























Pickett Hardware 
Co., Warren, Pa., 
while the other 
window of simi- 
lar merchandise 
shown at the foot 
of page 33 was 
used by Railey 
Milam, of Miami, 
Fla. 

Sporting goods 
displays are well 
exemplified in the 
windows of G. C. 
Spicola & Sons, 
Ybor City, Fla. 
(foot of page 32) 
and Wimberly & 
Thomas, Birming- 


ham, Ala., which 





appears at the top of page 33. of moving merchandise at any _ ness of merchandise and advertis- 
The Spicola window’ was __ time, but its power is even more’ ing and store displays should 
trimmed by Ernest Greco. potent at this season when the make activity in the sporting 
Brilliant illumination will longer periods of darkness pre- goods department comparatively 
carry a large share of the burden vail. This together with fresh- easy to produce and maintain. 
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Just Among Ourselves 


by CHARLES J. HEALE 


ALIFORNIA, New Jersey, 
C Texas and Oklahoma hard- 
ware stores use soda foun- 
tain luncheonettes to increase cus- 
tomer traffic. Three of them have 
these magnets just inside the 
main entrance, permitting thirsty 
and hungry patrons to “get in and 
get out” rather quickly. This 
may very easily defeat their pur- 
pose. Our friends Kresge and 
Woolworth use fountains and for 
the same purpose, but always 
place them in the rear of the store 
so that traffic attracted for food 
and drink contacts the store’s 
complete line-up of merchandise 
coming and going—and that 
should be the big idea. 


— HA 





The farm population, which, 
as a group, has been a most 
steady customer of mail order 
and chain stores, is facing a 
little “chain scare” all its own. 
Alexander Legge started it. -He 
was quoted as uttering a few 
kind words on the efficiency of 
corporation farming. Referring, 
presumably, to distressed farm 
property taken over by loan and 
insurance companies; he told of 
the scientific study and treatment 
accorded soil, rotation of crops, 
etc. Immediately farmers of the 
corn belt saw spectres of the 
Wall Street ogre crushing them 
into a state of feudal peasantry. 
They saw foreign corporations, 
of the soulless kind owning 
chains of farms worked by op- 
pressed tenant farmers. They 
wanted something “done about 
it.” Nebraska passed a law 
quickly. It forbids corporations 
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to own farms and re- 
quires those so ac- 
quired through dis- 
tress to be sold within 
seven years. Perhaps 
a little more “chain 
menace” hitting a few 
additional lines of endeavor will 
create a little sympathy for re- 
tailers. People afflicted develop 
an “understanding” quickly. 


HA 








Every community has its “‘bell- 
wether’”—a woman who sets the 
pace and style for her sisters, 
says Bob Murray of Honesdale, 
Pa. Sell her every new gadget 
you can and the other women 
of the town will follow suit, says 
he. Doesn’t sound exactly com- 
plimentary to the fair sex, but 
Bob says its good business and 
he knows. 

HA 








Telling the recent conventions 
of his trading area survey, C. E. 
Bradley of Blue Mound, IIL, 
confessed to the glaring inaccu- 
racy of his hunches. He found 
itinerant peddlers giving him 
competition that he thought came 
from Chicago mail order houses. 
He found his prospects paying 
more for peddlers’ goods than 
they would have to pay for com- 
parable and even better mer- 
chandise in his own stock—only 
the peddlers had taken the 
“trouble” to go and see the pros- 
pects. Bradley hadn’t. Armed 
with some facts about his trading 
area Bradley has some very def- 
inite plans about outside selling 
—and they aren’t hunches. All 
of which proves that there may 





be a difference be- 
tween “I think” and 
“T know.” 

HA 
_ Frank J. Pekoc, 
Jr., of Cleveland, 
Ohio, has paint prices 
on white cards under glass along 
the counter ledge. Even though the 
salesman may know his prices 
he must refer to the cards, dra- 
matically running his finger along 
the ruled lines, the customer look- 
ing on. This plan assures the cus- 
tomer of the right price and 
makes him realize he’s getting it. 








HA 








_ On the outskirts of Rochester, 
N. Y., Hammond’s Hardware 
Co. sells Christmas and Easter 
cards in season. Explaining 
this activity C. A. Hammond 
said, “People in our territory 
expect us to carry everything 
somebody else doesn’t have.” 
Exactly, Mr. Hammond, and 
that thought should govern your 
buying, particularly when select- 
ing new lines. Every extra re- 
tail service you can add to your 
present stock provides just so 
many more reasons to keep your 
neighbors from going down town 
for their purchases. Look over 
your immediate shopping center 
carefully and see what lines are 
not already handled in an ade- 
quate way. The more varied 
your appeal to your community 
the more shots you have at the 
family budgets. Remember it is 
the right kind of service, price 
and assortments that win local 
trade and not the feeble “trade at 
home”’ plea. 
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man’s store. It was not a place where women 
felt at home; naturally women spent compara- 
tively littke money with the hardware merchant. 
However, there was nothing so very unusual about 
that. Men did the bulk of the family buying in 
those days, not alone in hardware, but in many 
other lines. 





r HE hardware store of the past was strictly a 


Gradually, however, times and conditions changed. 
Women became more and more the purchasing 
agents for families, until today it is estimated that 
women either buy or influence the buying of approxi- 
mately 80 per cent of all merchandise sold at retail. 


Certain chain store officials were quick to grasp 
this trend, and designed their stores primarily to 
attract women’s trade, and since these chains carried 
some items of a hardware nature, hardware mer- 
chants eventually began to feel the inroads of chain 
competition. Their first thought naturally was to 
win back whatever trade had been diverted to chain 
channels, and it seemed wise to start by making 
hardware stores equally attractive to women. There- 
fore hardware dealers began modernizing their 
stores, adopting open display methods and adding 
new lines which appeal to women. The trend, how- 
ever, carried with it a tendency toward over-imita- 
tion of the chains; toward row after row of tables 
devoted almost exclusively to cheap, chain type mer- 
chandise. In some cases at least hardware merchants 
carried the feminine appeal feature altogether too 
far. 


Most certainly hardware stores need the women’s 
trade; most certainly they needed modernizing, open 
displays and new items. But—the hardware store 
is not and should not be primarily a woman’s store. 
Instead it should be a store in which both men and 
women can feel at home. Above all it must be a 
store that is unmistakably a hardware store. 


The very foundation of the hardware business is 
hardware. Tools, builders’ hardware, paint, wire, 
rope, fencing, steel goods and similar lines are part 
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The F oundation of a Hardware 
Store Is Hardware 


by Liew S. Soule 


of a basic group of commodities around which the 
successful hardware business has been and will con- 


tinue to be built. Undoubtedly women do, to a 
certain extent, influence buying in these lines, but 
in the main they are bought and used by men. 

We have always contented and still believe that 
the ultimate success of a hardware store depends 
greatly upon the maintaining of its identity as the 
place to buy hardware and allied lines. Without 
that identity it becomes merely another store of the 
general chain type. A hardware merchant should 
emphasize the fact that his store is a hardware 
store; a place where the public can not only buy a 
wide range of merchandise, but where it can be 
sure of getting hardware of dependable quality, and 
accurate information concerning the operator and 
use of hardware items. 

Frankly we have seen a few hardware stores 
recently that actually seem “high hat” to a mere 
man. We have also noticed that these particular 
stores seem to have lost much of their hardware 
business, without gaining enough other business of 
a profitable nature to offset that loss. 

Others apparently have noticed similar cases, 
because a small magazine in the building supply 
field recently ran a feature article entitled “Hard- 
ware Finds a New Home.” This article intimates 
that the urge for faster turnover, and keener com- 
petition with the 10-cent stores. have generally dis- 
tracted the attention of hardware dealers away from 
basic hardware lines. /t urges Building Supply 
dealers to take over this business and the prestige 
it carries. 

Naturally the article is over drawn and obviously 
intended as a bid for hardware advertising. Yet 
there is a grain of truth in some of the assertions; 
not enough to indicate a trend, but enough on which 
to hang a warning. If basic hardware items are 


allowed to drift out of the hardware store, a lot of 
prestige and profit will drift out with them. 

The world still has its full quota of men, and after 
all Hardware is Hardware. 
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Store 


Meeting 


The boys at Mar- 
vin’s are getting 
down to real dis- 
cussions. This meet- 
ing brings them to 
the all important 
subject of selling. 


by 
LLEW 
S. SOULE 


AN DAVIS of the Marvin 

\) Hardware Store was find- 
ing the days all too short 

for the work in hand. Not only 


was Van studying a course in 
window trimming, but he was 
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The First Step 
in a Sale Is 
the Approach 


putting the lessons 
into actual use by 
decorating one of 
the store windows 
each week—all this 
in addition to his regular duties 
as a retail salesman. Now to top 
it all off, he had been selected to 
handle the weekly store meeting 
and felt keenly the responsibility 
involved. 

At the previous’ meeting 
Charlie Hanson’s friend, Harvey 
French, had started the Marvin 
employees off on a study of sales- 
manship. He had told them 
much about what they should 
know about merchandise in order 
to sell it efficiently. Incidentally, 
he had loan Van a copy of the 
course in retail selling which he 
was using in his work of promot- 
ing the retail sales of a well- 
known product in another field. 

Van had studied the second 
lesson of the course rather intent- 
ly and felt that it should be the 
topic for the coming meeting. In 



































this Mr. Marvin 

heartily concurred. 

“We've had some 

very. good pointers 

on what to know, Van,” he said; 
“now I think we should study 
how to put that knowledge to 
good use.” 

Therefore, when the store force 
assembled at the usual place Fri- 
day evening, Van was prepared 
to take up matters where Mr. 
French left off. 

“Fellows,” he said, as he called 
the meeting to order, “we had a 
mighty good session last week, 
and I know we have all profited 
by it. I can’t teach selling to 
you as Mr. French did, but I can 
bring up the points he handles in 
his course for dealers and sales- 
men, and we can discuss them. 
Now, according to Mr. French, 
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we need to know goods before we 
can even attempt to sell them, 
and he has told us how to get the 
information. What is the next 
step? What do you think, Bill?” 

“Well,” said Bill Higgins, 
slowly, “I should say that the 
next step would be to try selling 
each other on different items we 
have studied.” 

Van smiled. “That will come 
soon enough, Bill,” he said. 
“However, according to Mr. 
French, the second lesson should 
deal with how to approach peo- 
ple. He says we must establish a 
favorable contact before we can 
use our knowledge of merchan- 
dise in a sales way. Here’s what 
he says about it: ‘The front door 
of the store is the first barrier 
between a store salesman and a 
sale. When that door opens and 
the customer enters, the salesman 
encounters his second _ barrier, 
that of establishing a favorable 
contact.” 

“He goes on to say that most 
store employees when they start 
selling goods form the bad habit 
of rushing up to the customer 
when he comes through the door 
and saying: ‘Is there something 
for you today?’” 

“T agree to that,” said Bill, 
“although I really don’t see just 
why it is so. How does Mr. 
French explain it?” 

“Let’s see,” said Van. 
yes, here it is: 


“Oh, 


When the Customer Enters 


““‘When a customer enters a 
retail store he does so because he 
wants something. He may not 
have that want definitely estab- 
lished, but there is always a rea- 
son for his coming in. The sales- 
man should assume that the rea- 
son is to buy merchandise. There- 
fore the greeting should imply 
willingness to help rather than a 
question as to whether he wants to 
buy.’ 

“As I see that,”” Van went on, 
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“the first thing for us to do is to 
meet the customer as he enters 
the store and greet him with a 
pleasant ‘good morning’ or ‘good 
afternoon.’ If we say ‘Is there 
anything for you today?’ we sug- 
gest that perhaps there really isn’t 
anything he needs. Asa result he 
either says ‘No, I guess not,’ or 
‘I’m just looking around.’” 


Then What? 


“T can see that all right,” 
Charlie Hanson chipped in, “but 
just what should we say after 
‘good morning?’ This general 
stuff don’t mean a thing to me.” 

“T’]] read you what Mr. French 
says about it,” said Van. 

“As a matter of fact there are 
several good greetings which do 
not suggest negative or evasive 
replies. You can say “What can 
I do for you? May I show you 
something?” or better still, “May 
I be of assistance to you?” In 
that case the suggestion is posi- 
tive. You expect the customer to 
need assistance in finding certain 
items he contemplates buying. 
Also you suggest your willingness 
to help.’ 

“Do you get that point?” Van 
queried. “Yes,” said Charlie, 
“that is clear enough. What else 
does he say about it?” 

“About nine time out of ten 
the prospective customer will re- 
ply: “I'd like to look at a plane, 
a saw, a hammer,” or whatever 
he may have in mind. That 
answer put him in a_ buying 
mood, and makes the actual sell- 
ing of the article comparatively 
easy.” 

“Well,” queried Bill Higgins, 
“what if the other tenth one says, 
‘no, I’m just looking around?’” 
“Tn that case,” Van replied, “Mr. 
French says you should cordially 
invite him to make himself at 
home, and tell him that if he 
wants assistance at any time, to 
let you know. However he also 
says that you should keep such 


a customer in mind and at the 
first opportunity, you should 
make some sensible suggestion 
that will call his attention to mer- 
chandise.” 

“At the last meeting, he gave 
us several rules to follow in 
getting a knowledge of merchan- 
dise,” said Jim Daly. “Does he 
do the same thing in regard to 
meeting people?” 

“Yes,” said Van, “here it is: 

“Ist. Meet the prospective 
customer with a courteous greet- 
ing and establish a friendly con- 
tact. That is what is termed the 
approach. . 

“2nd. Lead the conversation to 
some particular article, and try 
to arouse the customer’s interest 
in it. 

“3rd. Create in the customer’s 
mind a desire to own the article. 

“4th. Turn that desire into ac- 
tion, or in other words, close the 
sale. 

“Mr. French says that the ap- 
proach includes the creating of 
a favorable impression and the 
winning of at least a part of the 
customer’s confidence,” Van went 
on. “He says it is largely a mat- 
ter of using common sense and 
courtesy in meeting a person to 
whom you wish to sell goods.” 


Customers’ Names 


‘tHe said the same thing to 
me,” Bill Higgins interjected, 
“but he went still further. He 
said we should use the cus- 
tomer’s name’ whenever possible. 
Good morning, Mr. Jones means 
a lot more than just good morn- 
ing. He says it implies a per- 
sonal interest, and that we all 
like to think we are of enough 
importance to be known by 


name.” 
May Garvin had listened 
meantime, without saying a 


word. Now, however, she arose 
and said. “I think all that has 


been said about meeting the cus- 
(Continued on page 56) 
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The 
Special 
Salesman 


by SAUNDERS NORVELL 


HIS month in the papers 
dk magazines, on account 

of the two hundredth anni- 
versary of his birth, we are con- 
stantly reminded of George 
Washington. There is a most in- 
teresting article in a recent num- 
ber of the Geographic Magazine, 
with a map showing all the places 
Washington visited in the United 
States during his life. He was 
quite a traveler. He kept a 
diary, and in this diary expressed 
himself very frankly. His com- 
ments upon the beds and food at 
some of the hotels where he 
stopped are interesting. He, at 
one time, happened to strike a 


very religious community on 
Sunday. Traveling on Sunday 


at that time was not allowed. So 
Washington was compelled to 
spend the day in this place. He 
went to church, and in his diary 
comments very frankly upon the 
poor quality of the sermon he 
was compelled to sit and hear. 
In a recent speech here in New 
York, General Harbord spoke 
about General Washington as a 
military man. According to 
General Harbord, Washington 
didn’t stand very high. He lost 
almost every major engagement 
in which he took part. The 
battles won during the Revolu- 
tion just happened to be at times 
when Washington was absent. 
General Harbord stated, and I 
think correctly, that Washington 
commands the respect, admira- 
tion and affection of his country- 
men mainly on account of his 
character. There may be some 
question as to the ability of 
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Washington as a military strate- 
gist, but there is no question 
whatever of his character as a 
man. 

As we all know, Washington 
started in life as a surveyor. 
This was excellent training. No 
man can be a good surveyor un- 
less he is careful and accurate. 
All good surveyors keep notes, 
records and drawings of their 
work. Washington was trained 
to do all these things, and 
throughout his entire life he was 
very methodical in his books and 
accounts, his diary and in his 
personal correspondence. Wash- 
ington lived and was trained in 
a day when men did things 
themselves. They kept their 
own books and accounts in their 
own hand. They wrote their own 
letters by hand. This training 
was of great value along the line 
of thoroughness and also of 
knowledge of details. 

I can’t help but compare 
Washington’s method of living 
and working with that of any ex- 
ecutive of this day. Now we 
have our secretaries. They keep 
a memorandum of all of our en- 
gagements and tell us when we 
must go. They look after our 
correspondence, take our dicta- 
tion, and follow up this corre- 
spondence to the finish. As I 
have written before, a first class, 
intelligent, conscientious, method- 
ical secretary is a pearl beyond 
price. But now I am wondering 
whether, when one has such a 
secretary, the result is not a gen- 
eral letting down of efficiency on 
our part. Do you remember the 
initials of some of your best 
friends? Do you remember ad- 
dresses? Are you familiar with 
detailed figures? There, of 
course, is no doubt that an active 
executive today, with the use of 
the telephone, telegraph, type- 
writer and all our other lightning- 
like methods of conveying infor- 
mation and covering territory, 





can do far more work, cover far 
more ground than the most ener- 
getic man could have done in the 
days of Washington. But don’t 
we pay a price for these advan- 
Most executives sit in 
easy chairs. We travel around 
in automobiles. We smoke too 
much. Most of us are fat and 
soft. Now, as a matter of fact, 
George Washington never lost his 
boyish figure. He was a fine, 
good-looking, broad-shouldered, 
thin-waisted, straight-legged spec- 
imen of humanity clear up to his 
death. The reason for this, of 
course, is because he rode horse- 
back daily. 

It does fill me with sorrow, 
however, to read the recipe for 
the making of beer that George 
Washington sent around to his 
friends, written in his own hand- 
writing. Then at the time he 
died he had three whiskey flasks. 
One he carried in his hip pocket; 
another used to be carried in the 
pocket of his saddle, and the 
largest flask was the one he car- 
ried when he took a journey in 
his coach. Those were the days 
of one, two and three-bottle men. 
By this was meant the number of 
bottles a man would drink at a 
meal. Washington was temper- 
ate. He came in the class of one- 
bottle men. At Mount Vernon, 
they will show you the trunk 
where he kept his glass jars that 
held the special wines he im- 
ported. 

At the time Washington was 
elected President he was actually 
in debt. He had to borrow 
money to pay neighborhood bills 
before he went to New York City. 
Of course, in his later years, by 
reason of his investments in land, 
he became very wealthy. He was 
a shrewd judge of the value of 
land, and, of course, he learned 
this from his experience as a 
surveyor. 

_ One of my correspondents has 
asked me to write about special 


tages? 
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Are they good or are 
Should a jobber use 
them? If he does, how are their 
expenses to be prorated among 
the regular salesmen? As I was 
trying to think out something 
about special salesmen, somehow 
my mind dwelt on the things I 
had been reading about Wash- 
ington. Washington himself was 
a specialist. He was a good sur- 
veyor, a good farmer, and a very 
good trader. He knew how to 
buy and sell. 

There is no question whatever 
in my mind that in these days, in 
order to introduce a special line 
of goods and do the job thor- 
oughly, you must have special 
men to do the work. The first 
cost of these special men in in- 
troducing your goods may con- 
sume all the profit, but if they do 
a good job in introducing the 
goods, then afterward the regu- 
lar men take the business. I am 
wondering, however, if the use 
of special salesmen is not weak- 
ening the fiber of regular sales- 
men, just as the use of all of our 
modern office efficiencies have re- 
duced the personal efficiency of 
an executive. When things are 
done for you, after a while you 
lose the capacity to do them your- 
self. If too much special help 
is given to a regular salesman, he 
is weakened in two ways. First, 
he himself knows less about the 
goods. He does not know how 
to sell them well. Then, on the 
other hand, dealers, after a while 
when they put in special lines, 
expect to be sold by a special 
salesman. To be perfectly frank, 
they haven’t any too much re- 
spect for the  close-detailed 
knowledge of the line of the regu- 
lar salesman. 

So, when the question comes 
up of special salesmen, like every 
other question, there are two 
sides. If you wish your goods 
introduced thoroughly and quick- 
ly, and if you wish the regular 


salesmen. 


they bad? 
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salesmen trained in these goods, 
you must have special men. But 
here comes another trouble. You 
start out just to help the jobbers 
with these special men, with the 
idea of introducing the goods, but 
fie, fo, fum, the next year the 
jobber calls for the special men, 
not to introduce the goods, but 























Appropos of the two 
hundredth anniver- 
sary of the birth of 
Washington, Saunders 
Norvell writes of con- 
ditions of today in 
comparison with ear- 


lier days. There are 
many lessons to be 
drawn from the meth- 
ods of business used 
by men of the time of 
Washington 


to take orders (an entirely dif- 
ferent function). This, in my 
opinion, is the straw that breaks 
the camel’s back. After goods 
are once introduced by specials, 
the regular salesmen certainly 
should be able to keep the busi- 
ness going. If special salesmen 
are to be used just to sell certain 
lines of goods, year after year in 
all the various lines, then the ex- 
istence of this system is certain in 
the end to be very demoralizing. 
The traffic can’t stand the load. 
Now about dividing up the ex- 
pense of specials. Sometimes 
regular salesmen do not want 
specials. They fight against 
them. They give any excuse to 
keep them out of their territories. 


If you happen to send a special 
into the territory of a. regular 
salesman, and charge him the en- 
tire cost, that is, salary and ex- 
penses of the special, frequently 
the first trip of this special will 
result in a loss. The regular 
salesman is not willing to stand 
this. It was, therefore, our cus- 
tom, when I was a jobber, to en- 
ter into an arrangement with the 
regular men by which the special 
salesmen were to be sent over 
their territory, with the under- 
standing that if these salesmen 
did not sell enough goods to pro- 
duce enough profit to cover their 
salary and expenses, then noth- 
ing was charged up against the 
profits of the regular salesmen. 
If, however, the special men did 


-make any profit over their sales 


expense, then this surplus amount 
was credited to the regular sales- 
men’s profit account. In other 
words, the deal was that the regu- 
lar salesmen had everything to 
gain by taking on the specials, 
and nothing to lose. This sys- 
tem, of course, in a sense was 
not fair to the house, but, on the 
other hand, we always figured 
that our special men were part 
of our system of education, and 
we believed that even if returns 
were not as large as expected on 
the first trip, if their efforts were 
conscientiously followed up by 
the regular men, there were re- 
turns in the future. 

Therefore, since I am asked, I 
will express my personal judg- 
ment that in any jobbing business 
where there are a number of regu- 
lar salesmen a few specials can 
be used to advantage. Some job- 
bing houses develop their special 
men themselves. Others depend 
upon the manufacturers. But, 
in either case, my judgment is 
that special work, when properly 
done by good men, and properly 
supported by the regular sales- 
men, is of advantage to the busi- 
ness. 
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Hardware Age Original 


HE winter sports, now be- 
[ise held in connection with 
the Olympic Games, are oc- 
cupying the attention of most of 
the youthful population of Amer- 
ica at the present moment. Such 
inspiration offers you the oppor- 
tunity to promote your own local 
winter sport tournaments as a 
means of, not only clearing out 
the remainder of the season’s 
stocks of skates, skiis and other 
items, but in all probability cre- 
ating a demand for more. 
Make a window display that 
will have a punch to it. The 
suggestions offered here are that 


kind. Take the sporting goods 
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window; the figure of the skater semi-circle white sparkling ma- 
should be done in orange andthe terial such as used for Christ- 


How to Draw 
the Posters 


Estimate the num- 
ber of times larger 
you wish to make 
the poster than the 
picture to be 
copied. Draw light- 
ly the same num- 
ber of lines as here 
shown, making 
them correspond- 
ingly wider apart. 
On this series of 
squares you can 
easily plot out your 
drawing. 
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mas decorations. Some large 
crystals should be sparingly 
placed on the figure to repre- 
sent falling snow. The 
hanging valance should be a 
light blue to harmonize with 
the orange. Add to this a 
brilliant illumination and 
you have a window that will 
stop the customers. Assum- 
ing you have worked up in- 
terest in local winter sports, 
they will buy merchandise. 

The toy window is simple 
and self explanatory. The 
clowns are always attractive 
to children and the poster is 
easily produced if you fol- 
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Window Display Suggestions 


‘ low the directions given on 


the opposite page. 

In trimming a toy window 
there is a temptation to 
crowd the merchandise, but 
while there should be a gen- 
erous quantity of this line 
there should also be enough 
space allowed to give the va- 
rious items a chance to be 
seen. In the case of chil- 
dren we may lean toward 
brighter colors than will be 
appealing to adults. Plenty 
of price tickets and brilliant 
illumination are other fac- 
tors making for success in 
the selling of toys. 


At 
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Independent Lock Acquires Lockwood Mfg. Co. 


New acquisition retains Lockwood name and will operate as 
separate unit with no changes in its working personnel 


Announcement has just been | 


made that the Independent Lock 
Co., Fitchburg, Mass., has pur- 
chased the Lockwood Mfg. Co., 
Norwalk, Conn. The consolida- 
tion marks an important develop- 
ment in the progress of the In- 
dependent Lock Co., which was 
organized at Leominster, Mass., 
in 1918, under the name of the 
Independent Lock & Key Co. 


Morris Falk, founder of the 
company, has been its active 
head since its inception as a 
small factory employing a force 
of less than 12 persons. At the 
start, key blanks were the prin- 
cipal products and after this iine 
had rapidly expanded, a few 
staple number of padlocks were 
very successfully introduced. In 
1924 the name of the company 
was changed to the Independent 
Lock Co., and to cope with the 
growing demand it became nec- 
essary to handle key cutting ma- 
chines in addition to the lines 
then being produced. This 
brought about the purchase of 
the key machine line of the 
American Sharpening Machine 
Co., Kalamazoo, Mich. As this 
transaction embraced several im- 
portant patents, the foundation 
was then laid for the improved 
and complete line of key cutting 
machines now being offered by 
the company. 

In 1926, only eight years after 
the concern was established, it 
was forced to seek a larger plant, 
and the base of operations were 
therefore moved to Fitchburg, 
Mass. Since then, three large 
additions to the present plant 
have been erected. The purchase 
in 1930 of the Worcester Blount 
Door Check from the Worcester 
Taper Pin Co., which included 
the patents covering the original 
liquid door check, has been an- 
other factor in the recent expan- 
sion of the company. At the 
present time the company manu- 
factures many types of padlocks, 
night latches, key blanks, key 
cutting machines, door checks 
and locksmiths’ supplies, as well 
as certain automobile locks, and 
burglar proof locks, which have 
been invented by the company’s 
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MORRIS FALK 


founder and incumbent presi- 
dent. Under the trade names 
“Black Knight,” “Challenger,” 


“Tembo” and “Cromo,” the com- 
pany’s products have gained 
world-wide reputation. 

The Lockwood Mfg. Co. has 
been a leading concern in Nor- 
walk, Conn., for about 50 years, 
having been founded and devel- 
oped by Henry S. Lockwood. 
The company today enjoys an 
enviable reputation in the field 
of builders’ hardware, as a result 
of the high standards that have 
been consistently maintained for 
half a century. Hundreds of 
government buildings throughout 
the country, as well as many 
schools, hospitals and hotels, are 
equipped with Lockwood hard- 
ware. High grade finishing hard- 
ware designed for the smallest 
type of private dwellings and 
ranging to that made for use on 
modern skyscrapers is encom- 
passed in the complete Lockwood 
line. 

J. J. Meyer, formerly  saies 
manager of the Independent Lock 
Co., will have charge of factory 
production and sales at the Lock- 
wood plant. There will be no 
change in the working personnel 
of the Lockwood Mfg. Co., and 
its name will be retained, In 
the management of the Lockwood 
plant and in the merchandising 
of its products, the Independent 
Lock Co. has expressed the in- 
tention of maintaining the same 
high quality of merchandise and 





value giving policies which have 
been so beneficial to the con- 
sistent progress of the company. 





DU PONT PLANS’ FOR 
NEW PAINT FACTORY 


In order to supply the increas- 
ing demand for Dulux, its re- 
cently developed finish, E. J. 
du Pont de Nemours & Co, 
Wilmington, Del., has announced 
that it will construct a new plant 
at its paint and varnish factory 
in Philadelphia, Pa. The new 
plant will be most modern in 
equipment and_ construction. 
Plans call for a three-story and 
basement building approximate- 
ly 155 x 68 feet. The total cost 


for the new plant will be 
$350,000. 
POLYMET MFG. CORP. 


FORMS EXPORT DEPT. 


Polymet Mfg. Corp., New York 
City, has formed its own export 
department. A. Prosdocimi has 
been appointed export manager. 

Mr. Prosdocimi was formerly 
connected with the American 
Telephone and Telegraph Co. and 
with Electrical Research Prod- 
ucts, Inc., in both this country 
and abroad. 

Polymet’s foreign sales activi- 
ties, which were previously 
spread through several channels, 
have been coordinated into this 
one department. 





MACKALL, A DIRECTOR, 
BETHLEHEM STEEL CORP. 


Paul Mackall, vice-president in 
charge of general sales, Bethle- 
hem Steel Corp., was elected a 
director of the corporation at the 
quarterly meeting of the board 
of directors, Jan. 28. He suc- 
ceeds H. G. Dalton, Pickands, 
Mather & Co., Cleveland, Ohio, 
who resigned from the Bethlehem 
board. 

R. F. BOENING BUYS 

LYONS HARDWARE CO. 


R. F. Boening purchased, as of 
Feb. 1, the business of the Lyons 
Hardware Co., Galveston, Tex., 
which will operate as the Boening 
Hardware Co. at 416 Twenty-third 
St., two doors from the location 
of the former Lyons store. The 
personnel of the Lyons store will 
be employed by Mr. Boening. 





WIEBUSCH & HILGER TO 
DISCONTINUE BUSINESS 


At a recent meeting of the 
board of directors of Wiebusch 
& Hilger, Ltd. 108 Lafayette 
Street, New York City, it was 
decided to discontinue the busi- 
ness 4nd to liquidate the assets 
of the firm in an orderly manner. 


W. L. Nason, who for many 
years has been active in the 
corporation, has been named 
trustee. 


The firm was founded in 1864 
by Frederick Wiebusch and 
Ernst Hilger, and became wide- 
ly known throughout the trade 
as a selling agency for manufac- 
turers of many popular hardware 
and cutlery lines. 

Interests who have been iden- 
tified with the corporation for 
many years are perfecting other 
plans for the continuance of 
their activities. 





GOULDS PUMPS, INC., 
EXECUTIVE CHANGES 


H. S. Fredenburgh, for more 
than twenty years connected with 
Goulds Pumps, Inc., Seneca 
Falls, N. Y., has resigned as sec- 
retary and comptroller of the 
company. Seabury S. Gould, sec- 
ond vice-president of the com- 
pany, also becomes secretary and 
succeeds the late William D. 
Pomeroy as a member of the 
board of directors. Hamilton 
Garnsey; Jr., has been appointed 
assistant to the president. 

Other members of the execu- 
tive staff continue in their pres- 
ent duties: Norman J. Gould, 
president; E, William Medden, 
treasurer; H. W. Foulds, vice- 
president in charge of sales; 
John Mann, chief engineer, and 
Thomas I. S. Boak, works man- 
ager. 


HENRICKS & HOWELL 
AGENTS FOR PFEIFER AND 
ELECTRIC SPRAYIT 


Henricks & Howell, 41 Murray 
Street, New York City, will rep- 
resent John Pfeifer & Co., Ltd., 
Philadelphia, Pa., manufacturers 
of the Pfeifer line of shovels, and 
Electric Sprayit Co., South Bend, 
Ind., manufacturers of a com- 
plete sprayer line, in the states 
of New York and New Jersey. 
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SHERWIN-WILLIAMS CO. 
HONORS MRS. MacKENZIE 


Mrs. Grace MacKenzie, head 
of the Sherwin-Williams Co., 
Cleveland, color card division, 
was honored at a banquet ten- 
dered her upon the completion 
of 25 years’ service. In at- 
tendance at the banquet were 
over 130 members of the S-W 
Brighten-Up Girls’ Club, com- 
pany executives and fellow em- 
ployees of Mrs. MacKenzie. 

H. D. Whittlesey, vice-presi- 
dent and general sales manager, 
on behalf of the company, pre- 
sented her with a wrist watch 
and certificate officially inducting 
her into the Sherwin-Williams 
Long Service Club, of which 
there are over 190 members, each 
of whom has served the com- 
pany for 25 or more years. In 
addition to the timepiece, sev- 
eral valuable articles, gifts from 
her friends, were presented to 
Mrs. MacKenzie. 

During her quarter century 
service as head of the color card 
division of the Sherwin-Williams 
Co. she has supervised the sam- 
pling of over 80,000,000 color 


cards. 


MASBACK HAS CATALOG 
ON SPORTING GOODS 


Masback Hardware Co., Inc., 
82 Warren Street, New York 
City, has issued a supplementary 
catalog covering its new line of 
sporting goods and fishing 
tackle. The book is well illus- 
trated, with descriptions giving 
essential data on models handled. 
A dealer’s price list is bound in 
the back of the book, followed 
by an index of contents. These 
new lines were featured in the 
company’s recent exhibit at the 
New York convention. 





BALTIMORE DEALERS 
HOLD ANNUAL DINNER 


The twelfth anniversay ban- 
quet of the Baltimore Retail 
Hardware Association was held 
at the Southern Hotel in that 
city Jan, 27. N. A. Gladding, 
vice-president, E. C. Atkins & 
Co., Indianapolis, Ind., and Hon. 
Howard W. Jackson, mayor of 
Baltimore, addressed the ban- 
quet. Other guests were: Daniel 
Hope, president, Manufacturers 
& Jobbers’ Hardware Club; W. 
Glenn Pearce, secretary, 
PASHA; J. A. Maguire, secre- 
tary, Manufacturers & Jobbers’ 
Hardware Club, and Alfred S. 
Day, Paint, Oil and Varnish 
Club. 

Officers and executive commit- 
tee of the association are: Presi- 
dent, Ernest Johannesen; Carroll 
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D. Rudolph, vice-president; C. J. 
Ritterhoff, secretary; George F. 
Schumann, ‘treasurer; A. W. 
Zimmerman, Charles Sehrt and 
Donald Jenkins. 


EARNSHAW A DIRECTOR 
UNITED STATES STAMPING 


At the annual meeting of the 
stockholders of United 
States Stamping Co., Mounds- 
ville, W. Va. F. S. Earnshaw 
was elected to the board of di- 
rectors. Mr. Earnshaw has been 
secretary and treasurer of the 
company for the past five years. 

Officers of the company are: 
J. M. Sanders, president; H. C. 
Ogden, vice-president; F. S. 
Earnshaw, _ secretary - treasurer; 
all officers being directors in ad- 
dition to J. A. Bloyd, W. L. Gil- 
leland, H. E. Vance and George 
B. Bruce. 


the 


LEONARD REFRIGERATOR 
APPOINTS G. B. GRAY 


R. I. Petrie, sales manager, 
Leonard Refrigerator Co., Detroit, 
Mich., announces the appoint- 
ment of George B. Gray as a 
district manager for the south- 
western territory, with headquar- 
ters at Dallas, Tex. Before his 
recent appointment he had been 
manager of the refrigeration de- 
partment of the Claude P. 
Street Piano Co. at Nashville, 
Tenn. Mr. Gray went to Nash- 
ville when the company named 
added electric refrigeration to its 
merchandising activities, having 
previously been associated with a 
firm dealing in electric refrigera- 
tion at Little Rock, Ark. 





L. R. NACHMAN WITH 
LYON METAL PRODUCTS 


L. R. Nachman will represent 
the Lyon Metal Products Co., 
Aurora, Ill., in the Atlantic sea- 
coast territory, from Maine to 
Delaware. He will make his 
headquarters at the company’s 
New York City office, which is 
at 342 Madison Avenue. Mr. 
Nachman is well known in the 
store arrangement and display 
fixture field, having been previ- 
ously connected with David Lup- 
ton Sons, Philadelphia, Pa., for 
six years. 


McGOWIN-LYONS HDW. 
LIQUIDATING AGENTS 
FOR PATERSON HDW. 


W. B. Paterson, president, Pat- 
erson Hardware & Supply Co., 
Mobile, Ala., recently recom- 
mended to the stockholders of 
the company that the business 
be liquidated, as he has other 





varied interests requiring his at- 
tention. The McGowin-Lyons 
Hardware & Supply Co., Mobile, 
of which Mark Lyons is _ presi- 
dent, is acting as _ liquidating 
agents for the Paterson company, 
but has not assumed any indebt- 
edness nor any outstanding con- 
tracts of that organization. 

Under the plan the McGowin- 
Lyons Hardware & Supply Co. is 
using the Paterson stock in fill- 
ing orders, as if the stock were 
from its own store. The Pater- 
son company is paid for its stock 
as used by the McGowin-Lyons 
organization. All orders directed 
to Paterson hardware are han- 
dled by the McGowin-Lyons com- 
pany. 





KATKER REELECTED 
PRESIDENT, FAVORITE 
STOVE & RANGE CO. 


W. C. Katker, president, The 
Favorite Stove & Range Co., 
Piqua, Ohio, was reelected at the 
annual meeting of the board ot 
drectors of that organization, held 
Jan, 29. 


PITTSBURGH SEEKS 
MANUAL TRAINING TOOLS 


The hardware trade will be in- 
terested to learn that the Pitts- 
burgh Board of Education is 
about to inquire for a list of tools 
for manual training departments 
in the high schools of that city. 





OBITUARY 


WILLIAM BLANNING, SR. 


William Blanning, Sr., 76, 
president, Blanning Hardware 


Co., Inc., Lykens and Williams- 
town, Pa., wholesale and retail 
dealers, died at his home Feb. 1, 
in Williamstown, where he had 
lived most of his life. Death fol- 
lowed an illness resulting from a 
paralytic stroke. 

Mr. Blanning, who was the 
father of William H. Blanning. 


president, PASHA, and manager | 


of the Lykens branch, had been 
in business for 39 years. Before 


becoming a hardware dealer he 


was a school teacher. He had 
not been active in the manage- 
ment of the store for the past 


few years. 
Three sons besides the presi- 
dent of PASHA survive Mr. 


Blanning. 


GEORGE W. GATES 


George W. Gates, 55, Harris- 
burg, Pa., hardware dealer, died 
recently, having expired while 
his wife was on a visit. He had 
been suffering a heart attack for 
several days. 


E. F. FARR 
E. F, Farr, 52, hardware dealer 
in Edwards, Miss., died in a 


Vicksburg hospital recently from 
pneumonia. He was a member 
of the town board of aldermen 
and was active in civic and 
church affairs. 


CHARLES HENDRICKS 


Charles G. Hendricks, 61, Sun- 
bury, Pa., hardware dealer, died 
Jan. 20, following an_ illness 
caused by a paralytic stroke. 
For eleven years prior to enter- 
ing the hardware business he 
taught in a Normal School. Upon 
the death of his father, with 
whom he was in business, he 
formed the Hendricks Hardware 
Co., with Lewis Pawling. 


| gering illness. 
| ment 








GEORGE P. SCHNEIDER 


61, 
hardware 


George P. Schneider, 
Brooklyn, N. Y., 
dealer, died Feb. 1, following a 
heart attack. He had been in 
the retail hardware business with 
his brother for thirty-seven years, 
the establishment having  op- 
erated under its present name 
since 1859, 


THEODORE J. MALLUS 
Theodore J. Mallus, 56, ‘or 


many years in the hardware busi- 
ness in Omaha, Neb., died in 
that city recently, following a lin- 
He was depart- 
manager with the Lee- 
Kountze Hardware Co. and later 
with Milton Rogers & Sons and 


| with Montgomery Ward & Co. 





FRANK C. CASE 


Frank C. Case, chairman ot 
the board and former president, 
Lamson & Sessions Co., Cleve- 
land, Ohio, died Feb, 1 at the 
age of 77. He was born in West 
Bloomfield, N. Y., and in 1888 
became affiliated with Lamson & 
Sessions Co., of which he be- 
came president in 1912. He re- 
linquished the presidency in 1921 
to become chairman of the board. 

He is survived by his son, 
George Sessions Case, now presi- 
dent of the company. 





T. N. TANKERSLEY 
ha!) Ns 


partner in the hardware and un- 
dertaking firm of Tankersley & 
Huffstutter, Obion, Tenn., died 
in that city on Jan. 28. He was 
62 years old, and had been in ill 
health for the past three years. 


Tankersley, a former 
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VIRGINIA FIRM ERECTS 
NEW STORE 


Construction on the new store 
building being erected in Wythe- 
ville, Va., by the Harrison-Han- 
cock Hardware Co. is progress- 
ing rapidly, The foundation for 
the building at Main and Church 
Streets has already been com- 
pleted. 


WINCHESTER ARMS CO. 
METROPOLITAN OFFICES 
NOW IN JERSEY CITY 


The Winchester Repeating 
Arms Co., New Haven, Conn., 
discontinued, on Feb. 1, its of- 
fice and store formerly main- 
tained at 312 Broadway, New York 
City. Offices and warehouse for 
the metropolitan district are now 
in the Lackawanna Terminal 
Building, Jersey City, N. J. 





WINTHROP HDWE. CO. 
HOLDS ANNUAL MEETING 
The stockholders of the Win- 
throp Hardware Co., Inc., Win- 
throp, N. Y., held their annual 
meeting recently, Miss Leila 
Clifford was reelected president 


and Robert McEwen, Ogdens- 
burg, was reelected vice-presi- 
dent. Warren B. Goodnow was 


elected secretary and treasurer to 
succeed Watson C. Clifford. 


1932 Automatic 





J. P. MILLER JOINS 
FADA ORGANIZATION 


J. P. Miller has joined F. A. D. 
Andrea, Inc., Long Island City, 
N. Y., as representative in west- 
ern Pennsylvania, Ohio, Kentucky 
and West Virginia. He is well 
acquainted with problems of 
radio dealers and was in the pho- 
nograph industry for many years 
before entering the radio field, 


THIRD AMERICAN FAIR 
IN ATLANTIC CITY 


The third American Fair, the 
annual national merchandising 
exposition held in Atlantic City, 
will this year include the exhib- 
its of major industries in at least 
eight important fields, Lincoln G. 
Dickey, general manager of the 
Atlantic City Auditorium, which 
will house the fair from July 16 
to Aug. 28, has announced, 

Mr. Dickey asserted that the 
American Fair in 1932 will be 
witnessed by 1,200,000 persons 
from all parts of the United 
States and foreign countries. A 
feature of this year’s fair, he an- 
nounced, will be the setting up 
of an experimental area or lab- 
oratory section on the exposition 
floor for the making of tests of 
consumer responsiveness to prod- 
ucts. 





ADAMS AGAIN PRESIDENT 
OF VALLEY HARDWARE 


The Valley Hardware Co., Sid- 
ney, Mont., recently held its an- 
nual meeting, at which time W. 
D. Adams was reelected as pres- 
ident. A. Vaux is again vice- 
president, while S. J. Johnson re- 
tains the office of secretary-treas- 
urer. 


H. C. McEWEN STORE 
DAMAGED BY FIRE 


H. C. McEwen, New Bethle- 
hem, Pa., suffered a fire in his 
store last month, in which his 
wareroom in the rear of the 
building was entirely burned, ex- 
cept for the tile wall. Total loss 
was estimated at about $40,000, 
building damage alone being 
from $10,000 to $15,000. Loss 


was covered by insurance. 


MARTIN T. GOODMAN 
IN LARGER QUARTERS 


Martin T. Goodman, manufac- 
turers’ representative, has moved 
from 444 Broadway to 87 
Walker Street, New York City. 
The new quarters, which are 
larger, include warehouse facili- 
ties for the lines handled by the 
Goodman organization. 





main gear case with extension shaft. 








C. A. GAY, PRESIDENT, 
SEATTLE RETAILERS 


C. A. Gay was recently elected 
president of the Seattle Retail 
Hardware Association. Ernest 
Weber became vice-president and 
A. C. Carrigan was elected sec- 
retary. Directors for the year 
are G, J. Vayhinger, L. A. Smith 
and D. W. Brown. 


KOEHN HARDWARE BUYS 
BUILDING FOR STORE 


W. L. Koehn, Koehn Hardware 
Co., Howard, S. D., has purchased 
a building in that city in which 
Mr. Koehn intends to make al- 
terations and eventually move his 
business into it. 


FRED MERBACH SELLS 
HARDWARE BUSINESS 


Fred Merbach has sold the 
Merbach Hardware Co., 152 East 
Second Street, Kaukauna, Wis., 
to John Adrian and son, Florian, 
and W. G. Schultz. Mr. Mer- 
bach had been in the hardware 
business in Kaukauna for 40 
years, having established the 
Merbach company in 1913. Mr. 
Séchiiltz had been with the Mer- 


bach store for six years. 


Safety control on dryer 





Washer Line 

Includes four new washer models, making in addition to 
present 22. Three of the new models are wringer type, the 
other being a centrifugal dryer type washer, S-5. All except 
29A have Automatic invertible Duo-Disc agitator. When 
used in the submerged or down position agitator washes a 
few pieces in a small amount of water, or the usual tubfuls, 





or it may be inverted and used in top position for occasion- 
ally washing heavy, bulky pieces such as blankets and small 
rugs. All washers have porcelain enamel tubs: Model 22, 
Suntan; model 34, mottled blue and white; models 35 and 
S-5, ivory. Models 29A, 34 and S-5 have round tubs; models 
22 and 35 curvilinear shaped tubs (curved sides and rounded 
corners). Model 29A equipped with segment gear and 
worm drive. Models 22, 34 and 35 cable and worm drive. 
“V” belt from motor to worm drive pulley on models 29A, 
34 and 35. Model S-5 agitator driven by segment and pinion; 
speed reduction made through belt, a large slowsmoving 
worm and a worm gear. Extractor mechanism connected to 
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basket; cannot start until cover is closed nor opened while 
dryer is running. Simple, sturdy pump constantly drains 
water from dryer tub to washtub.. Washer and dryer tubs 
may both be emptied to sink. Top frame die-cast in one 
piece, zinc alloy; rigidly anchored to tubs by six nickel- 
plated vertical tie rods extending down to one-piece base. 
Models 22, 29A, 34 have “Chamberlain” wringer, 214 in. 
balloon rolls. Model 35, Lovell pressure cleanser, chromium 
plated with 2% in. balloon rolls. Suggested retail prices: 
29A, $69.50; 22, $89.50; 34, $99.50; 35, $139.50; S-5 Spin- 
ner, $149.50. Automatic Washer Co., Newton, Iowa. 





ABC 1933 Ironer 


Illustrated, is mount- 


ed on_ attractive steel 
table. Weight, 65 Ib. 
Fully automatic, full 
open end, ABC ironing 
shoe, mechanism en- 
tirely sealed in and 


lubricated by action of 
specially designed oil 
pump. Equipped with 
two extra leaves. Blue 
gray enamel finish; polished steel ironing shoe. Features 
include: roll control, oversize standard motor, hook for cord, 
when ironer is not in use; oversize rubber tire wheels, con- 
veniently located switch and emergency hand lever for re- 
leasing ironing shoe from roll. Roll is 26 in. long; constructed 
of rust-proofed metal. with pad of three layers of cotton 
knitted padding and two layers of non-absorbing table felt 
covered by muslin envelope, fastened at each end. Altorfer 


Bros. Co., Peoria, Ill. 
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A NEW WEEKLY 
FEATURE! 


ow’s tne Hardware Business 2 


by STEWART JAMES 


A trade digest of 
conditions affecting 
distribution of hard- 
ware and allied mer- 
chandise, gathered 
from trade areas of the 
entire country and pre- 
sented as a weekly fea- 
ture of Hardware Age. 
Mr. James will inter- 
pret for hardware men, 
such basic factors as, 
crop outlook, freight 
car loadings, circula- 
tion of money, build- 
ing progress, employ- 
ment, etc. He will also 
deal with specific price 
trends, demand for 
merchandise, shortages 
and future outlook as 
reflected by this study 
of the national hard- 
ware market situation. 











Feb. 9, 1932 
Profitable Small-Lot Selling 


N spite of a national mind dis- 

turbed by the Japanese situation, 

February seems to be opening 
with a shade better business outlook 
than January. Orders which were 
being held back, regardless of the 
certainty or immediacy of the need, 
are making their way more freely to- 
ward merchant and manufacturer. No 
one seems to expect large orders these 
days, and few are being thus surprised 
or favored—but staple small-lot buying 
is truly more frequent and more 
urgent. 

Mention has often been made of the 
better situation of demand in the lines 
of common daily consumption, than in 
the heavy industries, whence com- 
plaints of dullness are still loud and 
long. Food-stuffs, tobacco, dry-goods, 
hardware and the like are moving over 
retail counters with success in direct 
proportion to the pep, push and pub- 
licity being placed behind them. In a 
sense, the live small store today is the 
envy of “big business.” The small 
merchant has his success more direct- 
ly in his own keeping, despite the 
neighborhood risks of bank failures or 
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disappointing crops. His personality is 
brought directly to bear in all his sell- 
ing, and examples multiply of good 
sales records amid most depressing 
surroundings. 


Mail-Order January Reports 
IHE January sales report of Sears, 
Roebuck & Co. is significant in the 

above connection. Their January, 1932, 

drop in dollar sales compared to Jan- 

uary, 1931, was 1714 per cent, follow- 
ing the decrease of 11 per cent for all 
of 1931, under 1930. The management 
comments that the mail-order division 
has suffered the sharpest decrease. 

The sales of the retail stores of this 

group, while also declining, have held 

up fairly well. 

Sears’ report comments that un- 
seasonably warm weather and reduc 
tions in prices are responsible for a 
large part of the decrease shown in 
dollar sales. Demand has been smaller 
for several months because of the low 
prices for farm products and unem- 
ployment in the cities. 

Under present conditions no marked 
improvement is expected by Sears in 
sales comparisons with 193] during 
the early part of 1932. As the year 
advances, however, the margin of de- 
crease is expected to grow less, pro- 
vided commodity prices hold. 


Railroad Wage Savings 


E reduction of 10 per cent in 
railroad wages to February 1 next, 
negotiated successfully with the union 
forces, is widely regarded as the most 
helpful of a series of constructive de- 
velopments in the railroad industry 
during the last three months. 
Nevertheless, what the carriers need 
most is a larger volume of freight 
trafic. And that, apparently, must 
await improvement in general business. 
The railroads may henceforth be a bit 
more liberal as buyers of varied com- 
modities, but, after all, they are 
primarily sellers of transportation. 
Railroad traffic is as slow—perhaps 
slower—in improving than is general 
business. For example, loadings of 
revenue freight for the week ended 
January 23 totaled only 562,938 cars, 
which marked a decline of 10,338 cars 


from the preceding week. This is con- 
trary to the usual seasonal trend, as 
the end of January usually marks an 
increase in the movement of freight in 
preparation for the spring season. 
Business was pretty dull a year ago, 
yet freight loadings were 152,536 cars 
higher than the current figure. And 
business was on the decline two years 
ago, yet loadings were 299,408 cars 
higher than now. 


Steel, Copper and Zine 


N the steel industry it must be con- 

fessed that no real seasonal expan- 
sion is taking place thus far, although 
improvement is hoped for later on. 
Reports from the Youngstown district 
said that steel mill operations have de- 
clined following the sharp rise in Jan- 
uary, although this lull is believed to 
be temporary. Some estimates placed 
current output as low as 25 to 29 per 
cent of capacity, compared with 30 to 
35 per cent recently. For the whole 
country authorities estimated the pro- 
duction for the first week of February 
at around 27 per cent of capacity, 
which is the same rate as reported for 
the preceding week. No improvement 
has appeared except somewhat larger 
orders from the automobile industry. 
As for railroad buying, it argues that 
there will be only slow and moderate 
expansion because the railroads will 
need a considerable part of augmented 
revenues to meet fixed charges. 

Ingot copper has declined 34 cent 
per pound from its recent bulge, caused 
again by an accumulation of metal in 
the hands of the smelters. In line with 
the cut in copper metal the leading 
producers of electrical copper wire, 
both bare and insulated, dropped their 
wholesale prices 34 cents per pound— 
followed by a corresponding decline in 
other brass and copper products such 
as sheets, strips and bars. 

Zinc buying is small and prime 
western was available on February 2 
at 2.80 cents a pound, East St. Louis, 
a new all-time low. 


The Automobile World 
ANUFACTURERS and _ dealers 


profess to be much encouraged 
by the interest manifested and the 


45 








sales results gained from the auto- 
mobile shows at New York, Chicago, 
and at thirteen other cities. They feel 
that the motor industry is doing much 
to break the buying jam that has 
affected general business. 

If interest and sales keep up, the 
’ motor industry should again contribute 
leadership to the reconstructive period 
that was put under way in December. 


Market News Notes 


UCH has been said of the firm- 

ness characterizing late advanced 
prices and schedules fostered by the 
nail and wire industry. Some price 
recovery was undoubtedly needed, de- 
spite the lack of supporting strength 
in other steel lines. However, the is- 
suance of a $2.05 base price on nails 
in the catalogs of one of the largest 
mail-order houses bids fair to wreck 
all efforts toward early price recovery 
through the trade. It is difficult to sup- 
port a mill basis on nails of $2.35 
Pittsburgh, l.c.l., or even a carload 
price of $1.95 to dealers using straight 
cars—when the dealer or his customers 
can buy at $2.05 from the mail-order 
seller. The solution of this problem 
is being awaited with interest. 

A similar situation has arisen on the 
staple selling 12 mesh painted screen 
cloth, priced recently by mail-order 
catalogs at $1.55 per 100 square feet 
(in full rolls), when the price to re- 
tailers announced and supported by 
all the manufacturers, continues at 
$1.60. A remedy for this impossible 
situation is now being sought by inter- 
ested jobbers and dealers. The mar- 
gins on galvanized and on bronze cloth 
seem to be fairly well maintained by 
mail-order sellers. 

For two or three seasons past early 
leader offers at very low pricings have 
been featured by mail-order houses 
on European-made poultry netting and 
barb wire. The American farmer and 
the American merchant do not general- 
ly know the foreign origin of these 
materials or their recognized lapses 
from the best standards of American 
quality. Imported barb wire comes in 
free of duty, for the alleged benefit 
of American agriculture, yet it seems 
fair that the farmer or any other buyer 
be told when goods offered them are 
of European origin. No such informa- 
tion is given in the leader advertising 
above referred to. 

American manufacturers, even under 
present extreme mark-downs of mate- 
rials and expense, cannot duplicate 
import costs. Yet, the differences are 
not so extreme, but that many Ameri- 
can buyers would gladly pay them to 
support our own industries in these 
trying days. 

Manufacturers of malleable pipe fit- 
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tings placed advances in effect on Feb- 
ruary 1, ranging up to 20 per cent on 
some items. Previous values proved 
untenable, as manufacturers found 
competition had forced many prices 
below cost of production. 

Many hardware ‘stores are “cashing 
in” upon the demand for boys’ popular- 
priced pocket knives, created by the 
“whittling contest” which a popular 
magazine is conducting. Window dis- 
plays of 50 cents to $1.00 knives are 
doing a big business when accompanied 
by announcement of the contest, and 
examples of some of the local whittlers’ 
skill. 

Since January 1 sales have picked 
up very materially on popular-priced 
putty knives and scraping knives. These 
lines usually sell best in the months of 
February and March. This year, how- 
ever, the sale started earlier due no 
doubt to the open and moderate 
weather. 

There is also a good demand for 
moderate priced alarm clocks to retail 
to the consumer at 98 cents each. This 
item, which was formerly specialized 
and sold in large quantities by drug 
stores, is once again taking its place 
with the hardware merchant who 
makes a good display and an attractive 
window of warranted alarm clocks to 
retail at this popular figure. 

One of the liveliest items in house- 
wares right now is the 1932 Pyrex 
special, No. 593, refrigerator dish with 
cover. The sale price is 98 cents— 
regular price $1.40. Besides being use- 
ful as a refrigerator dish, it can be 
used for baking, reheating and serving. 

Prices on fall lines are gradually 
making their appearance, and of course 
are most frequently on a basis below 
those of 1931. The makers of stove 
pipe and elbows have reduced the 
“official” prices of a year ago to job- 
bers and dealers, yet their figures for 
1932 are about the same’as the “con- 
cessions” offered during last fall. 
Twenty-eight gage, six inch pipe at 11 
cents per joint represents the base 
quotation to the retailer f.o.b. central 
jobbing and factory points. 

Galvanized furnace pipe and elbows 
are quoted for present or future ship- 
ment at 70 per cent discount to the 
trade, and stove boards are reduced 
about 5 per cent from the 1931 sched- 
ule. 

Most manufacturers of firearms held 
back their 1932 prices until the last 
week in January. The new prices, 
with one or two exceptions which were 
underpriced last year because of some 
particular circumstances, are lower. 

The Remington Model 33, Savage 
Model 3 and Winchester Model 60 bolt 
action single shot rifles, which were 
introduced last season and were in 





large volume have been advanced some- 
what in order to provide a fair margin 


above actual cost. These bolt action 
arms greatly retarded the sale, during 
1931, of the Stevens line of single shot 
rifles, hence, it is not surprising that 
Stevens now announce sharp reduc- 
tions amounting to as much as 33 1/3 
per cent. The Little Scout Rifle, which 
sold to dealers at $3.90, will now be 
priced at $2.60, to retail at $3.50. 
Winchester, operating under a re- 
ceivership, in 1931, lowered their prices 
twice last year, but have found the 
resulting schedule to be too low so the 
1932 prices will be advanced from 714 
to 15 per cent. Remington models are 
taking varying declines ranging from 
7% to 15 per cent. There are reduc- 
tions, too, in Mossberg, and Hamilton 
single shot rifles also in Benjamin air 
rifles. Savage have made some price 
reductions and will bring out a new 
Model 23D Sporter Rifle to shoot the 
popular .22 “Hornet” cartridge. This 
will cost the dealer $24.00 and retail 


vat $29.95. 





74 Years Ago 


The following article is reprinted 
from Harper’s Weekly—1857. 


T is avgloomy moment in history. 
I Not for many years—not in the 

lifetime of most men who read this 
paper—has there been so much grave 
and deep apprehension—never has the 
future seemed so incalculable as at this 
time. In our own country there is uni- 
versal commercial prostration and 
panic, and thousands of our poorest 
fellow-citizens are turned out against 
the approaching winter without em- 
ployment, and without prospect. 

In France, the political caldron 
seethes and bubbles with uncertainty; 
Russia hangs as usual, like a cloud, 
dark and silent upon the horizon of 
Europe; while all the energies, re- 
sources and influences of the British 
Empire are sorely tried, and are yet to 
be tried more sorely, in coping with 
the vast and deadly Indian insurrection, 
and with disturbed relations in China. 

It is a solemn moment, and no man 
can feel an indifference (which, hap- 
pily, no man pretends to feel) in the 
issue of events. 

Of our own troubles, no man can 
see the end. They are, fortunately, as 
yet mainly commercial; and if we are 
only to lose money, and by painful 
poverty to be taught wisdom—the wis- 
dom of honor, of faith, of sympathy 
and of charity—no man need seriously 
to despair. And yet the very haste to 
be rich, which is the occasion of this 
wide-spread calamity, has also tended 
to destroy the moral forces with which 
we are to resist and subdue calamity. 
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Basic Business Indieators for Week Ended Jan. 30 


As Charted in the Survey of Current Business and Compiled 
by the United States Department of Commerce 


Weekly Average 1923-1925, Inclusive=100 


Business conditions for the thirty-day period ended Jan. 30, as reflected by the charts reproduced below, indicate that there has 

been some improvement in the general situation. Upward trends are shown in steel ingot production, lumber production, wheat 

receipts, cotton receipts, Detroit factory employment and bond prices. Slightly erratic, although generally unchanged, tendencies 

were noted in freight car loadings, iron and steel composite price, copper price electrolytic, time money rates, stock prices, and money 

in circulation. Eight of the remaining indicators exhibited pega nae — while the trend in building contracts has not as yet 
een charted. 
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950,000 Elec. Refrigerators 
Were Sold in U. S. in 1931 


J. E. Davidson, executive chairman 
of the Electric Refrigeration Bureau, 
has announced that late estimates have 
indicated that 950,000 domestic elec- 
tric refrigerators were sold in the 
United States during 1931. This is an 
increase of 35.5 per cent over the sales 
figure recorded in the boom year 1929. 

Chairman Davidson pointed out that 
in 1931 not only did the electric re- 
frigeration industry establish an_all- 
time sales record, but, through these 
sales, approximately $250,000,000 was 
put back into circulation when it was 
most needed. The increase also en- 
abled retailers, such as hardware and 
other dealers, to maintain pre-depres- 
sion profits on this end of their busi- 
ness, while the power used by the new 
refrigerators provides a profitable in- 
crease in load for the electric light 
and power companies of the country 
at a time when such increase is partic- 
ularly desirable. 

The cooperative promotional and ad- 
vertising activities of the Electric Re- 
frigeration Bureau have done much 
during the past year to bolster the res- 
olute front which the industry has op- 
posed to the depression. The bureau 
is now launching a second and even 
more powerful campaign for “Another 
Million in 1932,” and a drive is being 
conducted to add to the 400-odd local 
cooperative Electric Refrigeration Bu- 
reaus already in existence. 





Cut in Building Wages 
May Prove Favorable Factor 


Building wage cuts may bring a turn 
in industry, says the Standard Statistics 
Company, of New York, in a current 
survey, which follows in part: “The 
board of governors of the Building 
Trades Employers’ Association of the 
New York area recommends a wage cut 
of 25 per cent for all workers in the 
trades, effective as soon as present con- 
tracts expire on April 30. This pro- 
posal will be voted upon by the asso- 
ciation on Feb. 3, and will probably 
be adopted. It already has been given 
extended consideration and is in line 
with shrinkages in other costs of con- 
struction. 

“Wages of building workers already 
have been reduced in many localities 
and, in cases where the official scale 
still stands, it has often been evaded. 
An advantage will result from reduc- 
tion of the scale, however, in that con- 
tractors will be able to bid on a uni- 
form basis of determinable costs. Cor- 
rection of the wage factor should en- 
able builders to meet the growing de- 
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mand for dwellings on a lower rent 
basis, and this phase of the situation 
may very well bring a turn in the 
building industry. The prospects are 
becoming favorable for demolition of 
many obsolete structures and the erec- 
tion in their stead of new tenements, 


apartments and offices. A quick re- 
vival of construction obviously is not 
to be expected, but wage develop- 
ments, coupled with other constructive 
factors, could influence gradual im- 
provement when seasonal and general 
business factors permit.” 





With Ten Per Cent of Stores 
Chains Do 21.5% of Business 


Operating about 10 per cent of the 
retail stores in the country, chain or- 
ganizations do an annual business of 
$10,771,984,034, or 21.5 per cent of the 
total sales made through retail out- 
lets in the United States. 321 of the 
chain systems are national chains, ac- 
counting for 44.6 per cent of all chain 
stores sales. Sectional chains account 
for 22.5 per cent of the remainder 
and local systems, 32.9 per cent, ac- 
cording to the Census of Distribution. 

In the general merchandise division, 
chain systems account for 30.8 per cent 
of the sales. This is the largest per- 
centage of business done in any one of 
the major groupings. Contrary to the 
general impression that grocery chains 
account for a very large proportion of 
the business in their field, the total 
amounts to only 13.1 per cent.—Trends 
and Indications. 





754,000 Oil Burners 
Are Now in Service 


The close of the year 1931 finds the 
oil burner industry in an improved con- 
dition with prospects for continued ad- 
vancement brighter than at’ any time in 
the last decade, according to Harry F. 
Tapp, executive secretary of the Amer- 
ican Oil Burner Association. During 
the past year the industry passed 
through a period of readjustment dur- 
ing which weaker companies lacking 
financial stability and mechanical effi- 
ciency were forced to curtail or sus- 
pend but the stronger and well organ- 
ized companies in many instances reg- 
istered substantial gains in 1931 over 
1930. 

Approximately 100,000 new domes- 
tic oil burners were sold during the 
year, bringing the total in operation 
to approximately 754,000. This is a 
decrease of about 20 per cent from 
the previous year’s volume. The exact 
percentage cannot be given until ac- 
curate figures are available from reli- 
able sources, said Mr. Tapp. 





Families Owning Cars 
Outnumber Those with Radio 


Although radio sets are owned by 
12,078,345, or 40.3 per cent, of the 
families in the United States, distri- 
bution will have to be carried consid- 
erably further before the number of 
radios will exceed the number of au- 
tomobiles in daily use. New York is 
the only State in which the number of 
families owning radio sets closely ap- 
proximates the number of automobile 
registrations. 

In New Jersey, 63.3 per cent of the 
families own radio sets. New York is 
second with 57.8 per cent, and Massa- 
chusetts is third with 57.6 per cent. 
Automobile figures are for Dec. 31, 
1930; radio figures are from the 1930 
census. 

Families 
Owning 
Automobiles Radio Sets 


Total U. S. 23,263,476 12,078,345 
California .. 1,953,497 839,846 
New York 1,920,680 1,829,123 
1 eee 1,585,635 810,767 
Pennsylvania . 1,556,628 1,076,770 
Illinois . 1,429,319 1,075,134 
Michigan 1,166,524 599,196 
Texas . 1,160,113 257,686 
Indiana .--. 746,223 351,510 
Massachusetts 744,888 590,105 
New Jersey : 711,623 625,639 
TOWRA: oo. ce isan. he 309,327 
Wisconsin 678,093 364,425 
Missouri 668,099 352,252 
Minnesota 619,952 287,880 
Kansas ....... 511,469 189,527 
Oklahoma o 490,933 121,973 
North Carolina .. 412,090 72,329 
Washington ....... 388,578 180,229 
Nebraska 367,023 164,324 
Tennessee ....... 320,349 86,229 
Virginia ; 319,107 96,569 
Connecticut ..... 297,759 213,821 
res 295,603 64,908 
Kentucky ........ 294,108 111,452 
Maryland ......... 283,119 165,465 
Florida Sige 280,987 58,446 
Colorado’......... 276,900 101,376 
Louisiana ....... 234,238 54,364 
Gregon’ 2.06555 233,775 116,299 
Alabama ..... 233,015 56,491 
West Virginia 224,982 87,469 
Mississippi ...... 224,966 25,475 
South Carolina. 195,114 28,007 
Arkansas: ........ 189,970 40,2418 
South Dakota.... 180,947 71,361 
North Dakota... 155,356 59,352 
Dist. of Col. 154,253 67,880 
ee nee 147,695 77,803 
Rhode Island..... 115,195 94,594 
Ee Pe 111,091 43,809 
_ | Se Oe oe 104,623 32,869 
EN 5 55-c2600s% 104,586 19,295 
Lo NRE aaa 93,625 47,729 
New Hampshire. . 93,175 53,111 
Vermont 78,260 39,913 
New Mexico 73,989 11,404 
Wyoming 51,562 19,482 
Delaware 45,536 27,183 
Nevada 23,384 7,869 


—Trends and Indications. 


HARDWARE AGE 














Indiana Convention Attracts Large Attendance 


HOUSANDS of retail hardware 

dealers from all sections of In- 

diana attended the annual four- 
day meeting of the Indiana Retail 
Hardware Association, held in. Indian- 
apolis on Jan. 26 to 29, inclusive. 

Nearly -100 manitfacturers and job 
bers had elaborate booths in the manu- 
facturers building at the Indian State 
Fairgrounds and -officials reported a 
large number of orders placed. 

Business sessions were held each 
morning, and the exhibits were open 
in the afternoons. The principal so- 
cial event was the annual banquet and 
entertainment Thursday evening and 
lady guests were entertained with 
bridge parties both Wednesday and 
Thursday afternoons. 

William Emrich, Jr., of the Emrich 
Hardware Company, Indianapolis, was 
advanced to the office of president, suc- 
ceeding I. O. Reinoehl of the Kendall- 
ville Hardware Company, Kendall- 
ville. Other officers named were L. M. 
Pletcher of Delphi, vice-president; Mr. 
Sheely, managing director and secre- 
tary; Alfred S. Gronemeier of the 
Gronemeier Hardware Company, 
Mount Vernon, Ralph David of Lowe 
& David, Logansport, and Frank P. 
Duncan, Gosport Hardware & Lumber 
Company, directors, and Mr. Reinoehl 
and A. Gunn Haydon of Rushville, 
members of the advisory board. 

The addresses at the business ses- 
sion were designed on the general 
theme of the “Road to Profit.” Offi- 
cers pointed out that the first step in 
an automobile trip is to get the car in 
working order and then secure a road 
map which shows the best routes. You 
go along and watch the signposts and 
if you miss them you know you are 
off the main highway. 

“The same should be true in busi- 
ness.” Mr. Reinoehl said. “A lot of 
dealers started out a year ago and 
thought they were on the road to 
profit. Some of them woke to the re- 
alization during the year that they 
were traveling the wrong way but did 
not know how to turn around and find 
the right road signs. 

“The road to profit is not a theoreti- 
cal one but is the result of experi- 
ences of thousands of retail hardware 
dealers as gathered from the records 
of the national association for years.” 

Charles A. Colmesnil, manager of 
the hardware fixture division of the 
Lyon Metal Products Co., Aurora, IIl., 
spoke on “1932 Models,” emphasizing 
the necessity of the use of modern 
methods and equipment. This was fol- 
lowed by a play, “Let ’er Go.” 

The first act showed the old-time 
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G. F. SHEELY 


Secretary 


hardware merchant as he tried to dis- 
pose of his goods through obsolete 
methods. He had little knowledge of 
his stock and it mattered not at all 
whether the customer was satisfied. 

The second act depicted modern 
methods of selling, with the ultimate 
consideration given to the buyer, and 
with the merchant in a modern store 
and having a complete knowledge of 
his business. 

“Open table displays and cases are 
the modern methods of placing mer- 
chandise before the public and stores 
cannot survive without using them,” 
L. A. Shelton of the Hibbs Hardware 
Company, Portsmouth, Ohio, declared 
in his address Wednesday on “Re- 
fueling.” 

Irwin E. Douglas of the National 
Retail Hardware Association spoke on 
“A Handy Road Map,” urging the 





WM. EMRICR, JR. 
New President 





I. 0. REINOEHL 


Retiring President 


adoption of sound methods of keeping 
business records. 

Prof. E. T. Heinton of Purdue Uni- 
versity led a conference on cooperative 
rural eleetrical merchandising — pro- 
grams for interested merchants on both 
Wednesday and Thursday afternoons. 

E. B. Gallaher, editor of the Clover 
Business Service, spoke-on “Hitting on 
All Eight” at the Thursday session, and 
Rivers Peterson, editor of the Hard- 
ware Retailer, spoke on “Reading the 
Road Signs.” Dealers must watch"out 
for “detour” and “sharp turn” signs 
if they want to go through the com- 
ing year with a profit, Mr. Peterson 
said. 

Mr. Peterson closed the final con- 
vention session Friday morning with a 
summary of the entire program, en- 


titled “The Man Behind the Wheel.” 





Ask Me Another?! 


Could more hardware be sold now? 


Yes. 


How? 


Through better salesmanship, backed by ade- 
quate stocks of better selection. 


Are hardware stocks too low? 
In general, yes, although in some lines and items, 
stocks are too high. There is too little salable 
merchandise and too much dead stock. 


What should the hardware merchant do? 
Weed out the goods which do not move—get rid 
of “Orphan” merchandise — carry adequate 
stocks of goods which do sell—add new lines 
and items that will tempt people to buy. 


Then Sell—Sell—Sell. 


LLew S. SOULE 
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Idaho Holds Successful Convention 


HE annual convention of the 

Idaho Retail Hardware and Im- 

plement Dealers Association, one 
of the most successful in its existence, 
was held in Pocatello, Idaho, at the 
Bannock Hotel from Jan. 20 to 22. 
Conventions with business sessions am- 
bitions in scope but in the hands of 
lecturers with long-drawn-out and pon- 
derous papers soon palls on delegates. 
Conventions, on the other hand, which 
stress the entertainment angle too 
strongly are of little value 24 hours 
after they close. The Idaho Retail 
Hardware and Implement Dealers As- 
sociation were fortunate in having a 
committee which realized the pitfalls 
of program making and _ judiciously 
steered clear of them, making the con- 
vention a very successful one from all 
angles. 

Among the important accomplish- 
ments of the convention was its reso- 
lution in opposition to the Idaho Sales 
Tax. It was agreed that the proposed 
Idaho Sales Tax would have a detri- 
mental affect on all hardware dealers 
in Idaho, and the following resolution 
was adopted: Resolved to indorse op- 
position to the Idaho Sales Tax, and 
to recommend a reduction of public 
expenses, in order to save the taxpay- 
ers’ money. The resolution adopted in 
placing emphasis on the reduction of 
public expenses was a departure from 
the usual convention type of resolu- 
tions, since in effect it urges the State 
government to reduce expenses in ac- 
cordance with depressed business con- 
ditions. 


In the elections held, J. E. Graham 
of Rexburg, former vice-president of 
the association, was elevated to the 
office of president. W. H. Cammerer 
of Emmett is the retiring president. 
Sam Lund and Frank Daley were 
named to the executive board, replac- 
ing R. L. Culley and Axel Hedlund. 
E. E. Lucas was reelected secretary. 

In the final forum session, the mem- 
bers decided among themselves to hold 
to “A one price to all” system of mer- 
chandising hardware and farm imple- 
ments. But no official action was taken 
or recorded. 

One of the highlight addresses at the 
convention was one made by W. S. 
Allen, of Palo Alto, Cal., a past presi- 
dent of the National Retail Hardware 
Association. His address dealt with a 
detailed account of the value of lead- 
ership and direction of business, a sub- 
ject especially important at the present 
time. 

C. S. Grayhill presented a very in- 
teresting talk on the study and appli- 
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Retiring President 


cation of records. He analyzed small 
overhead expenditures and showed their 
terrific weight over a period of years of 
business operation. 

To illustrate his talk, Mr. Grayhill 
used a system of charts to illustrate 
gross expenditures which he classed 
into three simple divisions of wages, 
rent and purchases. The charts were 
invaluable in showing the importance 
of overhead expenditures. Detailed 
figures are difficult to grasp, but with 
charts, figures are visualized. In other 
words, it enabled the members to get 
a clear picture of the various overhead 
expenditures and no doubt a great 
many hardware dealers as a result will 
find that certain overhead expenses are 
unnecessary. This ought to lead to re- 
ductions in operating expenses. All in 
all, it was a most valuable talk. 

S. S. Eccles of Ogden also took an 
active part in the discussion. He 
coupled the automobile industry with 
the hardware merchandising plan, 
showing the value of a complete sales 
contract for time buying. 

Another important and _ interesting 
address was made by C. A. Harris of 
Rexburg. His talk gave a comprehen- 
sive survey of farm implement merchan- 
dising, giving detailed modern western 
methods of meeting the farmer on his 
farm, where sales work “took.” The 
talk should prove a valuable aid in in- 
creasing sales to farmers despite de- 
pressed conditions. 

Another active and well-known par- 
ticipant at the convention was Claude 
Bistline of Pocatello, Idaho, a past 
president. He was particularly active 
in the arrangement of the program and 
greatly instrumental in making the 
convention, attended by 80 dealers, the 
success it was. 

A. E. Thiel of Montpelier, one of 
Idaho’s best known hardware mer- 


jJ. E. GRAHAM 
New President 


E. E, LUCAS 
Secretary 


chants, also delivered a very instruc- 
tive talk. His remarks were embraced 
in an intimate discussion of details of 
running a hardware business in the 
smaller towns—of particular interest 
and value to many of the hardware 
dealers at the convention. 

At the conclusion of the business 
meetings, the S.H.I.P. Club, which is 
an organization composed of salesmen 
of hardware, implements and _ paint, 
feted the Idaho association members 
with a gala banquet at the Bannock 
Hotel. A dance completed the pro- 
gram. 

At the conclusion of the convention 
program many of the members re- 
marked about the value and the excel- 
lence of the meeting. The agreement 
was quite general that the meeting this 
year was one of the best in years. Not 
only was it successful from the stand- 
point of valuable information dissemi- 
nated but also from the social and en- 
tertainment point, the features. provid- 
ed served as an excellent balance for 
the entire program. 


More Than Half of Farms 
Now Have Automobiles 


Fifty-eight per cent of the farms in 
the United States have automobiles and 
a considerable number have more than 
one, according to figures recently made 
public by the Bureau of the Census. 
Nebraska leads in the percentage of 
farms having automobiles, with fewer 
than one farm in ten being without a 
car, while Louisiana is lowest in this 
respect, with only one farm. in four 
having a car. The percentage of farms 
having motor trucks was 13.4 per cent, 
slightly less than the ratio for tractors. 

North Dakota leads in the percent- 
age of farms having tractors while 
Alabama is lowest. 
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From New York American, Jan. 21, 1932 si 


The gun pictured in one of Ripley’s recent car- 
toons is a Model 24 Remington Autoloader. The 
285,000 cartridges fired in it were Kleanbore .22 
shorts, and this rifle is still accurate. If you didn’t 
happen to see our announcement of this wonder- 
ful test last year, or, if seeing it you failed to pass 
the story along to your customers, now is the time 
to do so. 

Believe it or not, since Mr. Ripley got his in- 


REMINGTON ARMS COMPANY, 





From New York American, Jan. 20, 1932 


formation we have kept right on shooting Klean- 
bore in this rifle. Up-to-date we have fired 350,- 
000 rounds in it, and the man making the test 
reports his belief that 1,000,000 rounds will be 
fired before the barrel shows any serious wear. 

You may have customers who think in terms of 
the old days before Remington introduced Klean- 
bore. They may still think that a few thousand 
rounds will take the accuracy out of a rifle even 
if it is frequently cleaned. Tell them the facts 
about Kleanbore—350,000 rounds, no cleaning 
rod, and the rifle still shoots accurately. Believe 
it or not—we can prove it. 


President 


Inc. 


Originators of Kleanbore Ammunition 


25 Broadway, New York City 


Telephone, Digby 4-2300 


Manufacturers of Arms, Ammunition and Cutlery 


© 1832 R. A. Co 





The Greatest Value Ever Offered—The Remington Standard American Dollar 


Pocket Knife 
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John N. Ott Elected President 
Pacifie Northwest Association 





A. E. VAUGHN 
Retiring President 


HE 27th annual convention of 

the Pacific Northwest Hardware 

Implement Association was held 
at the Tacoma Hotel, Tacoma, Wash.., 
from Jan. 27 to 29. Approximately 75 
delegates attended the meeting. 

J. N. Ott of Ritzville was elected 
president. Ray Cavanough of Auburn 
was chosen first vice-president and John 
Oud of Orofino, Idaho, as second vice- 
president. E. E. Lucas of Spokane was 
reelected secretary. 

The members chose Wenatchee as 
their convention city for 1933 at the 
Thursday afternoon meeting. Trustees 
who were reelected were J. C. Laumper 
of Yakima, A. E. Vaughn of Aberdeen 
and Neil Cochran of Snohomish. New 
trustees include W. P. Snyder of Ar 
lington, A. Z. Weels of Wenatchee and 
M. W. Foster of Sand Point. 

One of the highlight addresses at the 
convention was made by Nathan Eck- 
stein of Seattle on “Present Day Prob 
lems in Distribution.” He said that 
hardware merchants who find they can- 
not sell sporting goods because of the 
depression may find numerous men 
who have played golf for recreation in 
the past ready to purchase saws and 
axes in order to keep physically fit. 

Advertising as an important ally to 
the use of statistical surveys is impor- 
tant in solving the problem of rising 
costs in merchandising, it was declared 
by Charles J. Miller, assistant professor 
of business administration at the Uni- 
versity of Washington. The speaker 
used the hardware store survey com- 
piled by the national association in ad- 
vising the dealers on methods to check 
this inroad on profits. 
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“The productive employee is the one 
who can net you a profit on what you 
pay for his services,” said C. H. Jen- 
nings, president of the Jennings Hard- 
ware Company of Tacoma. Mr. Jen- 
nings, who was the only speaker on 
this phase of retailing, added that in 
saying salary he did not mean what 
the employee was actually paid, but 
what the employee’s real cost was to 
the employer. 

“I believe that the cost of anyone in 
your employ is the cost of supervision. 
I say that the one who is profitable to 
you is the one who can show you a net 
profit over his cost to you. Of this cost 
salary is the minor and the supervision 
of your higher priced help the major 
item of expense.” 

Mr. Jennings advocated a daily morn- 
ing meeting. Such a practice in his 
store has been invaluable, he said. 
“Criticism of the buying is often gone 
into carefully because there is no one 
better fitted to select your selling items 
than those who must do the selling,” 
he said. 

The future facing the hardware re- 
tailers was outlined in an address given 
by President A. E. Vaughn of Aber- 
deen. Other speakers were: A. L. 
Martinson, Portland; J. H. Dressler, 
Seattle; D. F. Brooks, Seattle; J. N. 
Ott, Ritzville; W. P. Snyder, Granite 
Falls: Neil M. Cochran, Snohomish. 
and A. H. Heath, credit manager of 
Hunt & Mottet, Tacoma. 

Speaking on “The World’s Basic In- 
dustry,” H. G. Murphy, sales manager 
of the John Deere Plow Company of 
Portland, said that the Northwest 
should consider the value of its agri- 


culture. He pointed out that the cul- 
tivated acreage in Oregon, Washing- 
ton and Idaho equals but 10 per cent 
of the total in the United States, yet 
the yields are far in excess of the na- 
tion’s average. 

“For example,” he declared, “our 
wheat production equals 1/9 of the na- 
tion’s yield from only 1/13 of the acre- 
age. Oats are 29 per cent, barley 34 
per cent and corn 27 per cent greater 
than the nation’s average yield per 
acre. We produce 37 per cent of the 
nation’s apples, which is a yield 200 
per cent greater than the average. Our 
small fruit are 65 per cent greater than 
the average. The same is true with the 
production of hay, vegetables, milk, 
poultry and other farm products. 

“T do not dispute the fact that the 
agricultural situation is quite distressed 
at the present time; neither do I say 
that the implement factories and deal. 
ers are in what you might call a ‘bed 
of roses.’ The two industries are so 
allied that they go up and down to- 
gether but remember that nothing can 
break the world’s basic industry, the 
most important of all. It may be down 
but never out. It will be the first to 
start the upward swing. In 1921 and 
1922 we hear that agriculture was 
through; that the nation would become 
strictly an industrial country, but all 
such statements were discredited by 
the unprecedented comeback of the 
years between 1923 and 1929. Ever 
since this country came into existence 
we have had depressions one upon an- 
other but not one, of you can dispute 
the fact that we came out of them with 
greater prosperity than the world had 
seen up to that time. That is the his- 
tory of the country, and history will 
repeat itself.” 

That there is money in the banks for 
business men who can demonstrate 
their ability to do business was stated 
by C. E. Lindquist, vice-president of 
the Puget Sound Broadway Bank of 
Tacoma. Mr. Lindquist outlined the 
banker’s responsibility to his com- 
munity and in calling for optimism, 
hard work, intelligent planning said 
that we need to “encourage courage in 
business.” 

In speaking on the merchandising of 
farm implements, John C. Lampert, 
president of the Lampert Implement 
Company of Yakima, indicated the dif- 
ference between false and legitimate 
optimism. “For nearly two years and 

(Continued on page 54) 
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How Barber & Ross Sell 
Sporting Goods 


(Continued from page 27) 


“We have a separate boating department, which 
is on one side of the store, where we carry boat 
supplies, megaphones, life preservers, etc., catering 
to the public wants in this line and getting over 
maximum volume in about eight months. The other 
four we edge over and give the toy department the 
hreaks at this season. 

We have gone into toys bigger than ever. Last 
year was our first year for toys. We made a com- 
plete turnover and sold completely out. We have a 
complete line of educational and mechanical toys, 
also girls’ stuff, dolls and doll carriages, toys for 
girls as well as boys.” 

Asked as to what was his biggest seller, Mr. Tull 
replied that, strange as it may seem, flashlights were 
the outstanding item, not that it was a sporting goods 
item so much, but that it fitted in so nicely with sport 
goods and could be used for anything and every- 
thing. Wheel goods, he said, were the best all-year- 
around sellers next in importance. “We maintain 
a good display at all times of wheel goods, winter 
and summer. We also sell dog furnishings and do 
a nice business in that. We handle radios and have 
one corner of the store exclusively devoted to that 
item. We carry only two makes. 

“We sell quite a few model sail boats in the 
summertime, rather than at Christmas, and get a 
lot of boy trade who order parts for building their 
own and we maintain a stock of parts. I am an 
enthusiast myself and tell the boys how to build 
their boats. 

“We also carry a complete line of winter sports, 
including skates. We feature our sport goods de- 
partment quite exclusively in newspaper advertising. 
Either an ad of some nature appears in a group 
ad, not less than once a week, up to one thousand 
line spread, or we use a box ad just for sport goods, 
and we continually trace results to our advertising. 
We make special effort toward this end and we are 
constantly instructing our salesmen to try to find 
out what brought the customer in, whether it was 
through our advertising or recommendation, and 
on special sales days we always check results. 
Through discreet inquiry we find out in some way 
or other just what brought them in and we find 
that by judicious questioning we can often ascertain 
whether it was our ad or something else that caused 
them to come to our department. In fact, nine out 
of every ten inquiries, if made tactfully by our 
salesmen, produce the desired answers. In that 
way we know definitely just what brought them in.” 
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It is 
UNBELIEVABLE 
what the 


RIP 
“The Master Rainmaker” 


will do until one sees it in action. 
“It is a ready seller, a business 
getter and money maker”; “Our 
dealers report satisfactory sales”’; 
and “We actually know that it 
moves other merchandise.” These 
are voluntary statements made by 
some of the leading buyers of the 


United States. 


ow | COST 


into Ground 


MODEL 
$1.00 eee se 


A self-adjusting, simple, and the 
most efficient and economical Lawn 
Sprinkler made; has only one mov- 
ing part; guaranteed against any 
defect; will not clog or corrode. 
Just stick the spike in the ground, 
turn on the water and see the 50- 
foot diameter circle of perfect 
Raindrops. Will operate efficient- 
ly on as low as five pounds pres- 
sure. 

So simple and fool-proof you can- 
not believe it without a trial. 

For Single, Multiple or Disappear- 
ing Sprinkler Systems it is un- 
equalled. | 
Sold Only on Money Back Guarantee 
Write for sample and illustrated folder. 


RETAIL PRICE: 


$3] 00 





























The BR. 1. P. COMPANY 

837 Florida Ave., Jacksonville, Fla. 7 

@e2e020e0000000008068080 SERIES 
— 











53 








Paecifie Nerthwest Convention 
(Continued from page 52) 


up until recently,” he said, “millions 
of men in this country waited for the 
market to come back.” Millions of 
farmers waited for the prices of cot- 
ton, wheat and cattle to rise. Thou- 
sands whistled themselves past empty 
factories with the thought that “pros- 
perity is just around the corner,” but 
nothing hoped for came to pass. 
“There is plenty of money in this 
country to be spent when the public is 
attracted by new sales values and sub- 
stantial service. But no man or wo- 
man engaged in this work can afford to 
be idle. Reports come in showing that 
the tide is turning not for those who 
are waiting for business to return, but 


for those who have gone out to meet 
it.” 

This is the first year that the asso- 
ciation has held its annual meeting in 
any other city than Spokane, where it 
was founded 27 years ago. 

Retail merchants who maintained or 
increased their advertising budgets 
were the only ones who came out of 
1931 showing a profit, it was unani- 
mously declared by speakers. 

The consensus of opinion among the 
delegates was that there are many signs 
pointing to the end of the present de- 
pression and that the only legitimate 
way to face the future of American 
progress is with optimism. 





Who Makes It? 


New Caste, Pa.: Furnish names 
and addresses of several firms from 
whom we could purchase marbles put 
up in bags or boxes.—Cripps Hardware 
Co. 

ANSWER: Akro Agate Co., Clarks- 
burg, W. Va.; The Peltier Glass Co., 
Ottawa, Ill.; J. E. Albright Co., S. 
Prospect St., Ravenna, Ohio; Christen 
sen Agate Co., Cambridge, Ohio, and 
Master Marble Co., P. O. Box 373, 
Clarksburg, W. Va. 


Ss 4 ¢ 


CatskiLL, N. Y.: Who makes a line 
of chromium plated tea kettles?—Day 
& Holt Co. 

ANSWER: Landers, Frary & Clark, 
New Britain, Conn., and Aluminum 
Goods Mfg. Co., Manitowoc, Wis. 


* * * 


Homer, Nes.: Advise where we can 
buy L. C. Smith, double barrel, 16 gage 
shotguns.— B. B. Barber. 

ANSWER: Hunter Arms Co., Ful- 
ton, N. Y. 

* * *% 

Epina, Mo.: Who makes gravity feed 
oil burners for use in heating stoves, 
furnaces and ranges?—-Farmers Sup- 
ply Co. 

ANSWER: The Johnson Gas Appli- 
ance Co., Cedar Rapids, Iowa; Silent 
Glow Oil Burner Co., Hartford, Conn.; 
Oil King Oil Burner Co., 423 Chapel 
St., New Haven, Conn.; Tower Mfg. 
Corp., 122 Brookline Ave., Boston, 
Mass., and C. C. Lillibridge, Hutchin- 
son, Kan. 

* * * 

Monroe, La.: Who makes the Cush- 
man marine motor?—E. R. Kiper. 

ANSWER: Cushman Motor Works, 
Lincoln, Neb. 
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Information regarding 
sources of supply as pro- 
vided readers of Harp- 
warRE AGE by its Buyer’s 
Catalog Department is 
here presented as an aid 
to others in the trade who 
may be seeking the same 
articles. The inquiries re- 
produced have been selec- 
ted because of their gen- 
eral interest to hardware 
merchants and buyers. 


St. Louis, Mo.: Who makes a re- 
volving display rack for garden tools, 
such as rakes, shovels, etc. 

ANSWER: Schrenk Bros., Syracuse, 
N.Y. 


+¢ # 


MILWAUKEE, WIs.: Furnish names 
and address of firms making all steel 
mitre boxes, suitable for cutting bar, 
angle iron or brass.—Reinhold Bros. 
Co. 

ANSWER: Stanley Works, New 
Britain, Conn.; Millers Falls-Goodell 
Pratt Co., Greenfield, Mass., and Rock- 
ford Mitre Box Co., Rockford, Ill. 


+ 2 


Riwcewoon, N. J.: Who makes Dry- 
Brite floor wax?—Ridgewood Hard- 
ware Co., Inc. 

ANSWER: Miracul Mfg. Co., 1392 
Dollman St., St. Louis, Mo. 


* + 


Hammonp, La.: Who makes the 
Marco Sun coal room heater?—Lewis 
Hardware Co. 

ANSWER: King Stove & Range Co., 
Sheffield, Ala. 





Tama, Iowa: Where can we buy boat 
hardware, such as propellers, high- 
speed strainer intakes, inside stuffing 
boxes, etc.?—Tenhoff Hardware. 

ANSWER: Thos. Laughlin Co., 199 
Fore St., Portland, Me., and Wilcox, 
Crittenden & Co., Middletown, Conn. 

* * * 

CoaTESVILLE, Pa.: Who imports 
Japanese flashlight bulbs? — Central 
Hardware Co. 

ANSWER: Manhattan Import Co., 
Inc., 122 5th Ave., New York City. 

* * * 

ScarspALe; N. Y.: Who makes Pra- 
rie window ventilators?—Walter A. 
Hoblin, Inc. 

ANSWER: Prairie Window Ventila- 
tor Corp., Providence, R. I. 

* * * 

Port ArtTHuR. TeEx.: Who makes 
Colt’s Auto San dishwashers for res- 
taurant use?—Hampton’s Hardware. 

ANSWER: Colt’s Patent Firearms 
Mfg. Co., Hartford, Conn. 


* 2 


Canton, Pa.: Where can we secure 
repair parts for Boker toilet clippers? 
—Wynne Brothers. 

ANSWER: H. Boker & Co., 101 
Duane St., New York City. 


eS © © 


Martinspurc, W. Va.: Who makes 
a gasoline blow torch having the name 
American stamped on it?—Sites Hard- 
ware Co. 

ANSWER: American Stove Co., 827 
Chouteau Ave., St. Louis, Mo. 


¢ 8 


BELLEVUE, Iowa: Provide address of 
the Gilfillan Mfg. Co., makers of Ra- 
diovox radio sets—Young Hardware 
Co. 

ANSWER: Gilfillan Bros., Inc., 1815 
Venice Blvd., Los Angeles, Cal. 


ee 2. 


Freeport, Ns Y.: Who makes a 
power bench grinder marked Clizbe- 
10-Plymouth? Also furnish name and 
address of the manufacturer of a metal 
punch, used by sign manufacturers for 
punching holes in 1% and 14-inch chan- 
nel iron. The latter tool is marked 
Whitney.—Samuel P. Taylor. 

ANSWER: (1) Clizbe Bros. Mfg. 
Co., Plymouth, Ind. (2) This punch is 
made either by the Whitney Metal Tool 
Co., Rockford, Ill., or the W. A. Whit- 
ney Mfg. Co., Rockford, Ill. 

* * * 

New Orveans, La.: Furnish names 
and addresses of several manufactur- 
ers of artificial grass for window dec- 
orations.—R. D. Pitard Hardware Co., 
Inc. 

ANSWER: Weeks - Howe - Emerson 
Co., 90 Market St., San Francisco, Cal., 
and Select Artificial Flower Co., 42 W. 
33rd St., New York City. 
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Convention Calendar 


‘AMERICAN HARDWARE MANUFACTURERS ASSOCIATION AND 
SouTHERN Harpware Josppers AssociATION JoINtT CONVEN- 
TION, Edgewater Park, Biloxi, Miss., April 18, 19, 20, 21, 
1932. Headquarters, Edgewater Gulf Hotel. Charles F. 
Rockwell, secretary-treasurer, American Hardware Manufac- 


turers Association, 342 Madison Ave., New York City. | 
Sidney St. J. Eshleman, secretary, Southern Hardware Job- | 


bers’ Association, 704 New Orleans Bank Bldg., New Orleans, 

Connecticut HARDWARE ASSOCIATION CONVENTION, Hotel 
Bond, Hartford, Feb. 17, 18, 1932. Charles R. Freeman, sec- 
retary, Branford. 

HARDWARE ASSOCIATION OF THE CAROLINAS CONVENTION, 
Columbia, S. C., June 7, 8, 9, 1932. Headquarters, Jefferson 
Hotel. Arthur R. Craig, secretary, 804-806 Commercial Bank 
Bldg., Charlotte. N. C. 

Towa Retam Hardware ASSOCIATION CONVENTION AND 
ExHIBITION, Des Moines, Feb. 9, 10, 11, 12, 1932. Convention 
sessions will be held at the Hotel Savery, and the hardware 


exhibit at the Des Moines Coliseum. Philip R. Jacobson, sec- | 


retary, lowa Hardware Building, Mason City. 

LoutstaNA RETAIL HARDWARE AND IMPLEMENT ASSOCIATION 
ConveENTION, Hotel Evangeline, Lafayette, April 4, 5. 6, 1932. 
J. C. Ritchie, secretary, Ruston. 

MicuicaN Retait HARDWARE ASSOCIATION CONVENTION AND 
Exuisition, Detroit, Feb. 9, 10, 11, 12, 1932. Harold Bervig, 
secretary, 1112 Capital Bank Tower, Lansing. 

Missouri RetTaAiL HARDWARE ASSOCIATION CONVENTION AND 
ExuiBition, New Hotel Jefferson, St. Louis, Feb. 16, 17, 18, 
1932. F. X. Becherer, secretary, 5106 N. Broadway, St. Louis. 

MontTANA IMPLEMENT AND HARDWARE ASSOCIATION Con- 
VENTION, Billings, Feb. 11, 12, 13, 1932. A. C. Talmage, sec- 
retary-treasurer, Bozeman. 

New Encianp Retam Harpware DEALERS ASSOCIATION 
CONVENTION AND Exuisition, Mechanics Building, Boston, 
March 2, 3, 4, 1932. Convention, Paul Revere Hall; Exhi- 
bition, Machinery Hall. Headquarters, Hotel Statler, George 
A. Fiel, secretary, 140 Federal St., Room 225, Boston, Mass. 

NortH Dakota Retait HARDWARE ASSOCIATION CONVEN- 
TION AND Exuipition, Fargo, Feb. 10, 11, 12, 1932. C. N. 
Barnes, secretary, Grand Forks. 

Oxn1o Harpware AssociATION CONVENTION AND EXHIBI- 
TION, Columbus, Ohio, Feb. 16, 17, 18, 19, 1932. Headquar- 
ters and meetings at the Deshler-Wallick Hotel. Exhibit will 
be held on the main floor of the New Auditorium. James B. 
Carson, secretary-manager, 708 Winters Bank Bldg., Dayton. 

PANHANDLE HARDWARE AND IMPLEMENT ASSOCIATION Con- 
VENTION, Amarillo, Tex., April 18, 19, 20, 1932. C. L. 
Thompson, secretary, Canyon, Tex. 

PENNSYLVANIA AND ATLANTIC SEABOARD HARDWARE Asso- 
CIATION, INc., CoNvENTION, Philadelphia, Commercial Mu- 
seum, Philadelphia, Feb. 9, 10, 11, 12, 1932. W. Glenn 
Pearce, managing director, Wesley Bldg., Philadelphia. 

SouTHERN CALIFoRNIA RetAtL HARDWARE ASSOCIATION 
CONVENTION, in conjunction with a Modern Home Show, 
Ambassador Auditorium, Los Angeles, Feb. 16 to 20, 1932. J. V. 
Guilfoyle, sec., 230 Chamber of Commerce, Bldg., Los Angeles. 

Dixit Harpware & IMPLEMENT CONVENTION AND Expost- 
TION, to be held jointly by the Southeastern Retail Hardware 
& Implement Association, composed of Alabama, Florida, 
Georgia and Tennessee; Mississippi Retail Hardware and 
Implement Association and Arkansas Retail Hardware Asso- 
ciation, Memphis, Tenn., April 26, 27, 28, 1932. Walter 
Harlan, secretary, Southeastern Association, 415 Palmer 
Bldg., Atlanta, Ga.; Guy Nason, secretary, Mississippi Asso- 
ciation, Starkville, and L. P. Biggs, secretary, Arkansas 
Association, 815 Southern Trust Bldg., Little Rock. 

VircInIA RetatL HARDWARE ASSOCIATION CONVENTION, 
Richmond, Feb. 23, 24, 25, 1932. Thos. B. Howell, secretary. 
602 Broad St.. Richmond. 
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—“TRIPLE-W ARE” «> PAIR!— 


This is not just a sweet sounding slogan—we back this 
service with the World’s Greatest Roller Skates. 


& F 
; 


Your 
Future 
Good 


Customers 







Cater to the young, 
active boys and girls 
in your community, 
Sell them quality 
products that give sat- 
isfactory service and 
you will insure future 
profits. 


“CHICAGO” 


Roller Skates 


STOP! 


Trading Dollars 


Check up on “Chicago” Sales 
Policy — Price Protection — 
and larger profits. Build up 
your business on service and 
quality products. You will 
reap the reward. Order 
“Chicagos” from your Jobber 
or write us for prices. 


CHICAGO ROLLER SKATE CO. 
Roller Skates with Records for 
Over 27 Years 
4456 W. Lake St., Chicago, Il. 
SALES OFFICES 





HENRY KEIDEL & Co., This patented “Chicago” 
3 STDEN GLAZE & CON Steel Wheel gives three 
121 Socent St., San Francisco times longer wear—Note 

OLDHAM CO. DOUBLE-TREAD con- 

* Murray St. New York struction GUARANTEED 

K J. SHEERIN not to fall apart. 


FRAN 
York Rd. st Washington Lane, 


Jenkintown, Pa. “‘Triple-Ware’’ in every pair. 











| fd Profiteoith® 


\GsB 


UALITY 
Product 


Reg Grade 112013 age ing | alae Belo; Mayra 
8 20 
ROMAN aoe ® TC vend Abus fl Gelvanced Aber Cloth 
By A SE he a ee oo in all grades 14-16 Mesh 


LIGHT 
14-16-18 Mesh 


Continued pref ith experienced — everywhere, and the increasing number 
PREFERENCES d om th ange to the soundness of our adherence to the a. of pth sosd 
VICE which have established the name of “G & B” as a guaranty of 


The Gilbert & Bennett Mfg. Co. 
WIRE CLOTH, NETTING and FENCING 


Galvanized Steel Wire Cloth in all Meshes and Causes 


jown, Conn. hica: Kansas City. 
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They 
Don’t 
Have RED 
END Hack 
Saw Blades 
In “Jitney’”’ Stores € 


because they can’t get 
them and. also because 
RED END Hack Saws are 
quality blades that pro- 
tect HARDWARE DEAL. 
ERS’ sales; provide the 
highest quality service 
and allow a_ reasonable 
dealers’ profit. 

Dominating their field 
because of their quality 
and distinctive  trade- 
mark—the brilliant RED 
END—Simonds Tungsten 
steel blades are available 
to every live dealer. 

Get a small supply, dis- 
play the blades and ob- 
serve how fast they sell. 
There is perfect satisfac- 


tion in RED END blades. 


ORDER NOW 
FROM YOUR JOBBER 


If he can’t supply you 


write us. You'll get action. 








SIMONDS SAW AND STEEL CO 


“The Saw Makers” 
Established 1832 


SIMONDS 


RED END 
HACK SAW BLADES 
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Marvin’s Store Meetings 


(Continued from: page 37) 


tomer is good, but we have over- 
looked one point. I think the 
customer wants us to meet him 
in a brisk, businesslike way, but 
not as though it was just a part 
of the day’s work. Then there’s 
another thing,” she went on. “I 
don’t believe any customer will 
be favorably impressed unless 
the salesman is neat and clean 
looking. When I was at Car- 
son’s yesterday one of the men 
had on an old dirty jacket and 
his hands were fairly grimy. I 
couldn’t help but contrast him 
with our salesman. Honestly, if 
I hadn’t been sent there to get a 
fill-in item, I never would have 
let him wait on me.” 

Mr. Marvin smiled pleasantly. 
“If I do say it myself,” he said, 
“T have never had to remind a 
Marvin salesman along those 
lines.” “And now, Van,” he 
continued, “I think the matter of 
greeting customers has been 
pretty well covered. I would 
suggest that you pass the copy 
of that lesson around and _ let 
each of us read it over during the 
coming week.” 

“How about the next meet- 
ing?” Bill Higgins queried. 
“It’s your meeting according to 
my schedule,” Mr. Marvin re- 
plied. “Just handle it your own 


way so long as you stick to the 
general program. Van,” he 
added, “did you mark the chart 
on what we have done?” “Yes,” 
said Van, “this makes two meet- 
ings on selling, and we have a 
total of twenty.” “Good,” said 
Mr. Marvin, and peering at the 
chart, “it looks like there is still 
plenty of choice for you, Bill. I 
move that we adjourn.” 

“You did well, Van,” May 
said as they walked toward the 
Garvin home. “Also I noticed 
how you sold that washing ma- 
chine to Mrs. Blake. You know 
what to do and what to say.” 
Van laughed happily. “Gee, but 
I’m busy these days, honey,” he 
said. “I know it, dear,” was the 
reply, “but here’s a little secret: 
Mr. Marvin told me to credit 
you with two dollars extra each 
week; he said it was for keeping 
the windows dressed. And, 
Van,” she went on excitedly, 
“it?ll mean two dollars more a 
week for the savings, won’t it?” 
“Yes,” said Van, musingly, and 
a couple of months nearer the 
time when my dream comes 
true.” “You mean our dream, 
don’t you, dear?” May whispered 
tenderly, and Van nodded vig- 
orously. 





How Skandia Sells Toys All Year 


€Continued from page 29) 


deavor to give more display at- 
tention and an occasional window 
to toys during the year. 

“The toy table from January 
to September, which then grows 
into a regular and very complete 
toy bazaar, paves the way for toy 


business in the holidays and | 


keeps people who might otherwise 
forget reminded of Skandia’s toy 
department. We also know that 


our toy table brings people into 
the store all during the year and 
was quickly seen by the children 
who came in alone or with their 
parents. 

These children must play 
all year, so that they have a 
twelve-month interest in play- 
things and we are planning to get 
our share of the twelve-month toy 
trade in our territory.” 


HARDWARE AGE 

















Brach Klock 
Koin Kollector 

Offered in three white finish 
models and one. burled walnut 
bakelite finished case. Clock is in 
no way connected with control of 
refrigerator, radio, or oil burner, 
being bought on time. Coin slot is 
at back of electric clock. The 
Brach Time Co., Newark, N. J. 








Rodale Electric 
Water Heater 


Has been improved as 
to appearance and _ per- 
formance. Finished in 
green porcelain. The 
Rodale Mfg. Co., Inc., 
Emaus, Pa.,- states that 
water flow has been in- 
creased 100 per cent, and 
that wattage consumption 
is exceedinglv low. 
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Round Oak 
Duchess Gas Range 
A table top model with 


Round Oak four way oven, 
large utility compartment for 
cooking utensils and two 
doors, in place of several 
small ones, eliminating springs 
and other mechanisms. Table 
top is insulated and covers top ~ 
burners, when not in use. Oven racks are self-supporting, 
preventing pulling racks out too far, when inspecting bak- 
ing. Stop feature used on broiler pan carrier. Top grates 
of semi-closed type. All pipes and gas valves concealed. 
Available with or without regulator, lighter and insulated 
oven. Ivory with marbleized tops. Round Oak Furnace Co., 


Dowagiac, Mich. 








Maytag Model 
25 Washer 

With polished flange, cast in one 
piece. Washing action produced by 
submerged gyratator with four wings, 
built of cast aluminum. Tub is of 
cast aluminum. Concave tub bottom, 
countersunk gyratator, with edges 
flush with tub, sediment zone, under 
gyratator and handy auto type shift 
lever for gyratator are features of this 
model. Single lever controls motion 
of rolls and locks and swings it in 
several positions. Drive is enclosed 
and packed in oil and consists of 
worm screw, and eccentric and segment gear. Legs are of 
pressed steel, rigidly braced to washer frame, one leg being 
adjustable. Large easy rolling rust proofed casters, one of 
which has brake. Motor mounted on rubber. Also available 
with Maytag inbuilt gasoline Multimotor. The Maytag Co., 
Newton, Iowa. 
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A NEW LIVE ONE! 
GRIP-TITE —- 


SELF-ADJUSTING 
BENCH CLAMP 


Automatically locks and holds rigid any 
planing, drilling, sawing, ete. . . banishes old style 
notched block or bench dog. The tool with a thousand 
uses! Appeals especially to homecraft workers. 
It’s NEW . . . get them in stock NOW. Hardware 
dealers who are displaying GRIP-TITES are pulling 
BIG SALES! Prize contest on now open to everybody 
. . write for details. RIP-TITES sell for $1.50, 
list a $12.00 per dozen. Better send your order 


TODAY. 
SALES OFFICES 
Henricks and Howell, 41 Murray St., New York, N. Y. 
Irving S. Kemp, 4139 West Kinzie St., Chicago, Il. 
John *r. Rowntree, Inc, All Pacific Coast Offices. 
MANUFACTURER 
Averill & Sherry, 546 So. Jackson St., 






board for 





Waukegan, Ill. 
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-- TO STIMULATE SALES 


This rust-proof mail box with the new 
Dualock feature is built for service, 
protection, and economy. Can be re- 
tailed at a low price. Finished in ‘ 
six attractive colors. Write for com- 
plete description and prices. 


CHICAGO OFFICE ( 
1498 Merchandise Mart 
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FOR THE CONVENIENCE 
OF YOUR CUSTOMERS 


To help your customers in their 
selection of proper Stanley Hard- 
ware and Tools, we offer you 
these two pocket size catalogs. 


Catalog No. 41 describes the 
full line of Stanley Hardware. 


Catalog No. 34 describes the 
up-to-date line of Stanley Tools. 


Send for a small stock of these 
books. Your customers will 
find them most useful 


THE STANLEY WORKS 
New Britain, Conn. 





STANLEY HARDWARE & TOOLS 




















FLASHLIGHTS 
AND BATTERIES 


A line of flashlights with plenty of sales 
features—batteries that do last longer—and a 
merchandising program that makes real sales. 





French Battery Company, Madison, Wisconsin 


General Sales Office: 20 North Wacker Drive, Chicago, Illinois 
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Embossed Medallion on 
Electrochef Ranges 

Has a delicately outlined patrician 
head, in satin silver finish on dull 
black background. Designed to typi- 
fy modernity, courage and progres- 
siveness of American womanhood. 
Used on front of oven door of Elec- 
trochef ranges made by Electromas- 
ter, Inc., 1803 E. Atwater St., De- 
troit, Mich. 











Fada Announces Line of 
Electrical Refrigerators 


With new style cabinets having con- 
cealed door catch, full length piano 
hinges, porcelain shielded cooling 
unit, electric light and usual acces- 
sories, Features: fewer moving parts 
and no expansion or float valve on 
evaporator. Fada pressure control 
eliminates all moving parts on cool- 
ing unit, such as float or expansion 
valves. F. A. D. Andrea, Inc., Long 
Island City, N. Y. 








Rechargeable Pyrene 
Fire Extinguisher 


Available in brass, polished; brass, 
buffed nickel and brass, chromium plated 
finishes. Adapted to places needing great- 
er fire-fighting capacity. Construction: 
top stamping and bottom casting of high 
pressure brass, to which is fastened inner 
and outer shells of heavy gage seamless 
drawn tubing, forming two chambers. In- 
ner chamber contains air pressure, outer 
chamber holds Pyrene fire extinguishing 
liquid. Pump built into unit to renew 
air pressure. Air valve permits service air 
line to be used where available. Inspec- 
tion glass indicates quantity of liquid, 
while gage tells .air pressure. Provision 
made for use of shoulder strap. Weight, 
ready for use, 32 lb. Height, 24 in.; tank diameter, 6 in. 
Pyrene Mfg. Co., 560 Belmont Ave., Newark, N. J. 








Moraine Line 
Frigidaires 

Offered in three new 
models with Frigidaire 
nameplate, priced from 
$160. Shelf area varies 
from 6.8 square feet to 
12.2 square feet. Capaci- 
ty from 4 to 6 cubic feet. 
Although affording pro- 
portionately more food 
storage space, they oc- 
cupy less floor space, be- 
ing designed particularly 
for the small home or 
apartment dweller. Five 
coats — two prime and 
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three finishing—of white Duco are used on the steel exterior. 
Interior finish is the same as in all Frigidaires—acid resisting 
porcelain on steel. Rounded corners, one piece construction. 
chromium plated hardware, porcelain front freezing compart- 
ment and rust-resisting aluminum ice trays are other fea- 
tures. Cube capacity, 30 cubes, or 4 lb. to 42 cubes or 6 Ib., 
at a time. Top shelf is of flip over type, providing for storage 
of tall bottles. Special window displays, direct mail and 
other promotional material and sales helps available. Frig- 
idaire Corp., Dayton, Ohio. 





Display Stand for 
Uncle Sam’s Banks 


Is offered free of cost to 
deglers, who furnish jobbers’ 
names. Stand is made of or- 
ange finished metal, with sil- 
ver, black and red name. plate. 
Holds four Uncle Sam’s banks 
or cash store registers. The 
Durable Toy & Novelty Corp., 
215 Fourth Avenue, New York 


City. 


ATs. A, Pune 5] 
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Everedy Co. Granted Patent on 
Hold-Cap, Double Seal Throat 


Patent No 1,835,990 has been granted 
The Everedy Co., Frederick, Md., on 
the “Hold-Cap, Double-Seal Throat,” 
used in most of the bottle cappers 
made by that company. It is designed 
to: grasp and hold bottle cap when 
it is inserted in the throat, thereby 
leaving operator’s hands free to put bottle in place and com- 
plete capping operation (Hold-Cap feature); compress 
crimped edge of bottle cap around neck of bottle, thereby ac- 
curately centering and firmly sealing it on bottle and to de- 
press center of bottle cap and force it against inner circum- 
ference of mouth of bottle, thereby providing an additional 
seal to protect bottle’s contents. (Double-Seal feature.) 








Grip-Tite 
Bench Clamp 


Consists of cast 
iron track, V shape 
and separate dog, 
acting as wedge. Au- 
tomatically locks and holds pieces of wook up to 2 inches. 
On bottom of clamp are four lugs, fitting into four holes, 
which may be bored in workbench, or on the floor, in a 
plank. May be used for planing or jointing edges of stock, 
holding work while laying out successive operations, boring 
for doweling, holding finished parts for glueing and as- 
sembling, holding work for hand jig or coping saw. Other 
uses: bench stop for surface planing of 5% in. or more thick- 
ness, and when attached to suitable pieces of 1 in. stock, for 
holding work on drill press or other vertical spindle machine, 
while drilling for dowels, mortising or other machine work 
of this type. Cutout card will soon be available for use with 
demonstration model. A No. 101 Grip-Tite mounted on board 
for demonstration may be ordered. Suggested retail price, 
$1.50. Dealer cost, $12 per dozen. Averil] & Sherry, Wau- 
kegan, III. 
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The New Wrapping Sells Them 





American King Hammer, Hatchet and Axe Handles are 
selling faster than ever, because the hand shaven, air- 
dried hickory quality is unbeatable and the new transpar- 
ent display envelope presents them in a clean and invit- 
ing manner. 


Write for prices 


AMERICAN HANDLE COMPANY 


Jonesboro, Arkansas 








Peerless Handcuffs Outsell All Others 


Policemen, con- 
stables, sheriffs, 
traffic officers, 
jailers and others 
demand the 


“Peerless.” 





Lightest and Strongest Handcuffs Made 
They often risk their lives in arresting desperate charac- 
ters and rely upon Peerless Handcuffs, because they can 
snap them on instantly and know they will hold securely. 
Good profit. Send for trade-prices. 


Peerless Handcuff Co., Springfield, Mass. 
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AMSON TRADE MARK 


- 


SAMSON CORDAGE WORKS 


BOSTON, MASS. 


Yate) = a O10) .0B 


SAMSON SPOT, PHOENIX and SACHEM brand 


each the standard of quality for its particular use. 
There IS a Difference in Sash Cord” 
OTHER BRAIDED CORDS> COTTON TWINES 


Send for catalogue, samples and selling informally n 
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Try the new and improved 
USHCO Lawson Wrench! 
It out-performs any other 
wrench on the market. Its 
patented principle and the 
angle handle make it defi- 
nitely a better wrench. 


U.S. HAME COMPANY 
BUFFALO, N. Y. 


Our folder gives the details and specifications on these 
wrenches. It is Free. Write for it now. 


J Re, Ua a a RR, Le, WN, WA en 
a a | | 











Sizes 6” to 21” 


For Real Grips and Sure Turns 


On big nuts and heavy work, there’s nothing like 
the COES All-Steel Wrench. It has the strength 
and the leverage that “moves things.” Best sell- 
ing wrench of its kind. 


Ask your jobber. 
BEMIS & CALL CO., Springfield, Mass. 

















SERVICE QUALITY 
ACCURACY 


Buffalo Bolts . . . the reliable 
bolts that have served indus- 
try for three generations are 
available in attractive cartons 
with easy-to-read labels. 


BUFFALO BOLT CO. 


North Tonawanda New York 
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BURNLEY 


The Soldering 
Paste that has 
satisfied cus- 
tomers for over 
23 years. 








WQLOERING PAST 


Sey 


BURNLEY BATTERY & MFG. CO. 
NORTH EAST, PENN. 





Sample free. 














STANDARD 2%. COUNTRY 


in 





Known everywhere by name : 
and recognized as the stand- iba 
ard friction tape of the coun- Pn 
try—Bull Dog Friction Tape. 
Nationally advertised. 1, 

2, 4 and 8 ounce rolls. 
In full color cartons 
packed in full color dis- 
play containers. 


BULL DOG 


FRICTION 















ge, Mass. 





BOSTON WOVEN HOSE & RUBBER CO., Cambrid 





59 

















CLASSIFIED ADVERTISING 
RATES 





Advertisements ‘from unemployed 
accepted free of charge; inserted 


post paid. 

Positions Wanted and Help Wanted adver- 
tisements at Special Rate of one cent a 
word, minimum fifty cents per insertion. 











Use the “Classified Opportunities Section” to Reach Hardware Manufacturers 


Manufacturers’ Agents, Jobbers, Jobers’ Salesmen, Retailers and Retail Salesmen 
THE FOLLOWING RATES 


apply to “Business Opportunities,” ‘Sales 
Accounts Wanted” and “Sales Representa- 


tives Wanted” advertisements. 





in two consecutive weekly issues. Set Solid, Minimum of 5 lines... ...$3.00 aot aogly en Pechion Wanted or Melp 

Box number address may be used. Each additional line...... eoccee 60 Wanted Advertisements. 

All replies will be forwarded by us All Capitals, Minimum of 5 lines.... 4.00 HARDWARE AGE is published each Thursday. 
Each additional line......... coer 2-80 Forms close Nine Days previous to date of 


Average 10 words to a line 
Allow One Line for Keyed Address 


Remittance Must Accompany Order 


Samples of merchandise, literature, catalogs, etc., requiring more than ordinary reforwarding postage should not 
be addressed to box numbers 


BOXED DISPLAY RATES 
SD Mrnole . o..05:5 0.05.6 65010106 0.6:0:0.0's0.0 0 2c 
Each additional inch.............. 4.00 
Discounts for Classified Advertising 
4 insertions, 10% off, 8 insertions, 15% off. 
Due to the special rate, these discounts do 








publication. 
Address your advertisements and replies to 
HARDWARE AGE, Classified Opportunities, 
239 West 39th St., New York City 














HELP WANTED 


POSITIONS WANTED 





SALESMAN WANTED for Boston and Eastern Massachusetts. Several 
strong lines. Commission basis. The man we want must know the hard- 
ware, wire cloth and screen business. Must be well acquainted with jobbing 
and the better retail trade. Must be able to show clean record and good 
character. The right man can secure a permanent position. Address Box 
J-668, care of Harpware Acr, New York City. 


A PROPOSITION IS OPEN 
Jersey, having a high class clientele, 
and general utility man. Address Box 
New York City. 





in a hardware store in Northern New 
for a lock-smith, door check, saw 
J-663, care of HArpwWare AGE, 





SALESMEN to travel Brooklyn and Queens, and Westchester County 
for established wholesaler. Both territories are attractive to right men. 
Write or call. Address UNDERHILL CLINCH & COMPANY, 84 White 
Street, New York City. 


POSITIONS WANTED 


YOUNG MAN, Married, 28 years old, having 12 years’ wide experience 
in Retail Hardware and Paints. Five years as branch manager of a 
chain of Prominent Hardware Stores on Long Island (12 in number). 
Thoroughly experienced in buying Hardware and Housefurnishings. Under- 
stands window dressing, store layout and sampling display boards, as well 
as modern methods of merchandising. Had own Hardware Store 2 years, 
forced to liquidate by depression. Desires permanent connection with 
growing, reliable concern in Long Island, New York City, New Jersey or 
Metropolitan district. Address Box J-644, care of HaArpwars AGE, 
New York City. 


RETAIL Hardware Man with twenty years’ experience in both retail 
and wholesale hardware business, sporting goods, paint and household 
supplies. Forty years of age, sober and industrious. Capable of taking 
charge and handling men. Can furnish first class references. Free to 
go anywhere. Middle West or South preferred. Address Box J-603, 
care of HARDWARE AGE, New York City. 


HARDWARE SALESMAN, 40 years old. Sold hardware, radio, 
electrical supplies, advertising specialties. Traveled South Wisconsin, 
Chicago, all of Illinois, North Indiana. Engineering, Sales Training. 
Sixteen _ years’ experience. Works intensively and effects satisfactory 
results. Salary or drawing account. Address Box J-649. care of HAarp- 
wAaRE AGE, New York City. 

















.YOUNG MARRIED MAN with good sales record and wide acquaintance 
with the hardware and automotive jobbers in Missouri, Kansas. Iowa and 
Nebraska, would like a connection with a manufacturer who wants real 
representation in the above territory. Services available immediately. At 
present I am in the East. Address Box J-661, care of HARDWARE AGE, 
New York City. 


EXPORT EXECUTIVE, 39, Sales Developer, financial experience, 
speaks Spanish, German and some French; particularly familiar steel 
Products and hardware lines; highest credentials prominent New York 
exporting houses; has traveled, willing to travel or accept office duties of 
sveneniy. Address Box J-619, care of Harpware Ace, New York 

y. 








SALESMAN calling on hardware and paint stores in Eastern Penn- 
sylvania, desires to represent a reliable manufacturer on a commission 
basis or otherwise. I drive my own car. References furnished. Address 
Box J-648, care of Harpware AGE, New York City. 


WANTED—Position as Builders Hardware Salesman or Manager of 
Builders Hardware Department. Have been in the Builders’ Hardware 
business all my life and am qualified for Inside or Outside Job. Address 
Box J-651, care of Harpware Ace, New York City. 








EXPERIENCED RETAIL CLERK, acquainted with shelf, mechanics 
and builders’ hardware, plumbing and steam supplies and varnishes, wishes 
position in New York metropolitan area. Can furnish character references. 
Age 44 years. Not afraid to sweep floors. Address Box J-670, care of 
Harpware AGE, New York City 





RETAIL HARDWARE MAN, with 20 years’ experience, both in retail 
and wholesale business, paints, mill supplies, electric appliances, house- 
furnishings and sport goods. Have been buyer for all departments. Can 
give plenty references. Married, two children, age 40. Changed position 
only three times. Address Box J-664, care of HarpwArE AGE, New 


York City. 





SALESMAN—Have 15 years’ experience in the Metropolitan District 
and on the road, selling General Hardware Lines, preference being to 
represent Manufacturer or Jobber in the Metropolitan District; credentials. 
Address Box J-665, care of HARDWARE AGE, New York City. 





YOUNG MAN, EXPERIENCED SALESMAN, 40 years of age. Mar- 
ried, sober and industrious with following among retailers in New York 
Metropolitan District, desires connection with some manufacturer not now 
represented. Capable of managing branch office. Twenty-two years with 
last employer. Can furnish any number cf satisfactory references. Ad- 
dress Box J-666, care of Harpware AGE, New York City. 





WANTED—Position by an experienced hardware man with twenty years’ 
experience in buying and selling hardware, paint, housefurnishings, and 
sporting goods. Also several years selling cutlery in Virginia, West 
Virginia and North Carolina. Am forty years old and in good health. 
Address Box J-667, care of HARDWARE AGE, New York City. 





COMPILER AVAILABLE—Thoroughly exnerienced in 
Exceptional record of building 
Also experienced 
Age 39, married. 
Address 


CATALOG 
building hardware and accessory catalogs. 
catalogs for less and completing them on scheduled time. 
in editing store papers and writing advertising copy. 
Exce'lent references. Salary less important than opportunity. 
Box J-669, care of HArpware Ace, New York City. 





YOUNG MAN, 7 years’ experience in retail hardware and _house- 
furnishing, etc. Handy with tools and possesses chauffeur’s license. 
Desires position in Metropolitan New York. Address Box J-656, care of 
Harpware Ace, New York City. 





BOOKKEEPER—Capable taking charge full set of books. Several 
years with Hardware firm; also acquainted with sales, typewriting. Will 
take,any clerical position. Address Box J-659, care of HarpDWaRE AGE, 
New York City. 





BUSINESS OPPORTUNITIES 


PARTNER WANTED—Modern Hardware, Houseware and Sporting 
Goods store, established twenty-five years in Illinois agricultural and 
industrial city near Chicago. Only two stores serving immediate trade 
territory thirty-five thousand. Will need about $10,000 clean stock. Good 
location, good building, ample room for expansion. Bank difficulties 
compel owner to seek additional capital. Best of references. Address 
Box J-655, care of HarpwAare AcE, New York City. 








Established Hlardware business in North Georgia manu- 
i Stock inventory $15,000. Present 
Three floors 
Address Box 


FOR SALE. 
facturing town of 10.000 population. 
location 30 years. Rent reasonable o~ will sell building. 
30 x 100, power elevator. Owner has other interests. 
J-662, care of HARDWARE AGz, New York City. 





HARDWARE MAN, experienced in_ Mill, Factory, and Contractors 
Supplies, Pipe and Fittings, Builders’ Hardware, Mixed Paint, Brushes, 
Tools and Miscellaneous Hardware. Will go anywhere. Address Box 
J-652, care of HArpware AcE, New York City. 


YOUNG MAN—Experienced in selling hardware, paints and house- 
furnishings, also glazing and keymaking, wishes to connect with retail store 
or jobbing house with opnortunitv for advancement. Address Box J-653, 
care of Harpware AGE, New York City. 








YOUNG MAN familiar with the hardware trade in Maine, New 
Hampshire and Vermont wants position representing manufacturer in these 
states on either, salary or commission basis. Address Box J-647, care of 
Harpware Acp, New York City. i : 
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SALES REPRESENTATIVES WANTED 


MANUFACTURERS AGENTS WANTED: A nationally known manu- 
facturer of Electric Appliances wishes to add to its sales force several 
capable and energetic salesmen who will sell our product to both the retail 
and wholesale trade. Give complete information on sales background. 
Liberal commissions paid. Address Box J-622, care of HARDWARE AGE, 
New York City. 


ROPE SALESMAN WANTED. 
Ib. basis. Fast selling side line, five per cent commission. 
Company, 82 South Street, New York City. 








100 per cent pure Manila rope, 14c. 
United Fibre 
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New PROFIT Lines for 1932 
Are in Order 





Sea-Maid 65 








19 MODELS from $98.50 to $2,185 





Century (,iG2%,,) Boats 
Offer 


Opportunity Through the Growing Interest 
in Boats and Boating 
Send Now for Century’s “Book of Boats”? and 
Complete Details of THE Profit Franchise 
Century Boats for ADDED Profit in 1932 


Century Boats, Inc. 


MANISTEE, MICHIGAN 
Dept. NM2 
A Boat for “Every Purse and Purpose” 
Builders of the World’s Fastest Outboard Hydroplanes 
Originators of the Famous Air-Cushion Boat Bottom 
Philippine Mahogany Quality—Price Leadership 

















SELLS ON SIGHT TO 
HOME 
MECHANICS 





TURNER <3 
BLOTORCH 


It’s a real beauty in appearance and gives depend- 
able service. Built to outlast and outperform when 
used daily by professional mechanics, but priced to 
sell on sight to the occasional blow torch user,— 
the home mechanic. Set a Turner 30-A on your 
counter. Your jobber will supply you with satis- 
factory discounts or write direct. 














¢ THETURNER BRASSWORKG ,) 


ycamore, Ill. U.S.A. 
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Jurn your spare time into« 
CAS H with the new % 1b) DAN DP 
LAWNMOWER SHARPENER 


Make More 
Money — 
Your Clerks 
Can Sharpen 
Lawn-s- 
mowers’ in 
Their Spare 
Time 


Every spare dollar you can make counts these days. That is 
why hundreds of Hardware Dealers are finding it extremely 
profitable to sharpen lawnmowers in thejr spare time. You 
can charge from $1.00 to $1.50 for each mower you grind 
depending upon its condition. No other equipment will bring 
you greater returns on your investment. 


HELPS YOUR LAWNMOWER BUSINESS—People 
prefer to buy their mower from the man who is in position 
to service it. Mowers ground on the Ideal Lawnmower Sharp- 
ener make satisfied customers. The new 1932 model Ideal 
Sharpener is the greatest value ever offered. 


NO TRAINING REQUIRED-—You don’t have to be a 
mechanic to operate the Ideal. Its operation is extremely 
simple and practically automatic after you have placed the 
lawnmower in position to grind. 


SPECIAL GRINDING WHEEL ATTACHMENT— 
For grinding grass shears, sickles, etc. Will add many dollars 
to your income. Our new free catalog shows you how yvu 
can make extra money during your spare time, 


Send for Free Catalog 


THE FATE-ROOT-HEATH COMPANY 
322-358 Bell St. 


Plymouth, Ohio 





The Wolves of Lenox 

') How their name spread the width 
and breadth of land. In a fear- 
some chorus of barks and sav- 
agely snapping jaws they broke 















Popularity That 
Insures Greater 
Hack Saw Profits! 


Popularity that has 
, spread to every corner 
of the land—a demand 
for “the tools in the 
plaid box’—from shops 
and men to whom 
saw blades of super- 
strong, quick cutting 
and long lasting qualities 
are essential. 
Stock up on Wolves of 
Lenox. Watch your prof- 
its shoot up too. Our 
special sales plan will 
help you get these blades 
started in your territory. 
Write for particulars to- 
day. 
The tools in the Plaid box 


American Saw & 


Mfg. Co. 
Springfield Mass. 
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eMEETING the coma! 


for fine Construction 
at Moderate Prices: - 


**The wheel 
within a 
wheel that 


otter RSALES je 


AND PROFITS wihitic Ee 
Kingston ge 


[KOKOMO)}) 
2 all plated with green stripe on wheels, 


ee) M Pp L ET E LI N E ‘@) F = re) L L E R green strap and jas sii indi- 


Double 


SKATES (Packed Tread, 


bearing. 
in attractive Individual 






























‘“‘Champion’”’ Double 












Number 200. All 
parts plated, bright 
nickel finish, individually wrapped. Fully 
guaranteed to give unusual wear. Price to 
insure volume. 







A juvenile 
skate designed 
to retailata 
low price. 







8 **Red - Skin’’ with 

bright finish, all ball- 

bearing. Itslow price makesita bargain buy. 
Sells in large volume wherever introduced. 


NEW Low Prices 


15% OF STORES ORDERING THIS 

SKATE IMMEDIATELY 
PLACED REPEAT 
ORDERS: ° ° 


HE Kingston line is com- 

plete and includes a vol- 
ume sellerin each pricerange. 
Never before have suchgreat 
values been offered in roller 
skates. On one number — 
“Red Skin de Luxe” pictured 
at left—actual sales records 
prove that 75% of dealers 
ordering this skate placed 
repeat orders. It will pay you 
to investigate the line. 






















‘‘Champion”’ Rubber-Tired. The aristo- 
crat of skates, with toughest rubber com- 
position tires ever made. An outstanding 
favorite for its heauty, speed and long life. 





Junior O he) 
me 


ae ay 
**Junior.’’ Keyless ball-bearing. Fine for 
children’s shoes. No toe clamps, all parts 
plated, green stripe on wheels, green heel 
and toe strap. Boxed in attractive two 
color box. 

ALL SKAT&ES packed 12 pairs to carton. 


Write Now for Samples 
on Approval 





Joy Division KINGSTON PRODUCTS CORPORATION Aokomo, Ind. 
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WRITE FOR FURTHER 
INFORMATION ON ILCO 
DOOR CHECKS .: . -« 


CLCO> INDEPENDENT LOCK COMPANY 


FITCHBURG . . MASSACHUSETTS 
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